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OL] REPUBLIC STEELS 





@ The next time you sell a few lengths 
of flue pipe, look below its glistening 
surface and remember that the base 
metal of much of the flue pipe today 
passing over the hardware dealers’ 


counters of America is sturdy Republic 





steel. Remember, too, that though you 
may never have purchased a pound of steel from Republic, in- 
vestigation probably would reveal tons of this company’s prod- 
ucts in your store in items purchased from other manufacturers. 

The makers of locks and lawn-mowers, washing machines 
and wheelbarrows do not buy steels blindly. They have to 
know steels—their reputations and good-will are at stake 
every time you make a sale. 

Your reputation and good-will are equally important to 
you. You want to be just as certain of customer satisfaction 
when you sell a product made by a steel manufacturer. You 
never need worry if the steel pipe, sheets, fence posts and fencing, 
bolts, nuts, nails and rivets you sell are plainly marked on prod- 
uct or package with the name Republic or if you buy from one 
of the subsidiary companies mentioned on the opposite page. 

Your wholesale connections will verify this fact. Talk to 


their salesman, or write us for information on specific products. 





‘REG. U.S. PAT.OFF, 
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“THE G-E MONOGRAM on any appliance 
is assurance of satisfactory perform- 
ance,” says Mr. Moss, shown above 
demonstrating one of the new con- 
sole radios to a customer. 


MAKE USE OF the magic demon- 
strator ...and all other G-E dealer 
helps, as Mr. Moss does. You'll find 
them tremendously effective in at- 
tracting attention and hastening sales. 


“ONE G-E PRODUCT SELLS ANOTHER” says Mr. Moss. “Because of the fine 


service our customers get from G-E appliances, they come to us for 


all electrical needs. A recent study confirms Mr. Moss’ statements 100%. 


“BEST OF EVERYTHING including service” says the N. N. 
Moss Company. And their completely equipped service 
department proves they mean it! 
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“In All The Years My Dad And | 
Have Been Handling Electrical 
Appliances, We've Found There's 


Only One Best—The G-E Full Line!“’ 


PAUL MOSS, Greenville, Pa. 


“WEST of everything —that’s our slogan and 
that’s why we handle the full line of 
General Electric Appliances,” says Mr. Paul 
Moss of the N. N. Moss Co., Greenville, Pa. 
Seems to be a mighty sound policy, too, for 
his electrical appliance business is daily in- 
creasing by healthy proportions. Right now, 
this company leads its territory in sales of 
electric ranges. Commercial refrigeration 
sales are 400% ahead of last year. And sales 
of cleaners, electric sinks, radios . . . all appli- 
ances ... are going up and up. 


Actual Records Prove G-E Best! 
How does the Moss Company do it? Mr. Moss 
says: “In selecting our merchandise, we have 
used the elimination system. The perform- 
ance of different lines, cost of maintenance 
and complete sales records have been care- 
fully charted. Each year only those products 
in highest standing have been retained. 
That’s why during the last ten years we have 
narrowed down to the G-E Full Line. With 
G-E we know that we are offering the BEST!” 
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HERE’S HOW G-E DELIVERS 
MORE CUSTOMERS TO 
DEALERS THAN ANY OTHER 
ELECTRICAL MANUFACTURER 


General Electric has the wid- 
est and most complete line 
of electrical products for 
the home. 


General Electric has the 
biggest advertising ap- 
propriation in the electrical 
industry ... 


America spends more money 
for General Electric mer- 
chandise than for any 
other electrical brand. 
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All B.W.H. garden hose is 
equipped with heavy cast brass 











These Zp Brands 


WILL GIVE YOU MORE 


HSHHRVEHN TOSS 





Stock these four brands of nationally-known garden 
hose. Each brand gives you the supreme value in its 
price class. B.W.H. hose is competitive in price. You 
pay no premium for the extra measure of quality and 
sales stimulation which these brands afford. 


couplings made in our own plant. 
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BULL DOG The leading brand of high 

quality garden hose on the 
market. Attractive wide corrugations and dis- 
tinctive rich brown color. 


VIGILANT Our largest selling brand of 

2-braid garden hose. High 
enough in quality to be considered a strictly 
first grade hose, yet low enough in price to com- 
mand a large volume sale and a heavy repeat 
business. 


VIXEN Here is a low priced hose of real 

value. Built to supply the demand 
for a popular priced hose of good quality that 
will give satisfactory service. 


TIGE Here is a special value designed for 

the consumer who prefers to make 
a small initial investment but desires a higher 
grade hose than “All-Rubber” or garden hose 
sold on price basis only. Chocolate color. 


More Volume More Profit 
- BOSTON WOVEN HOSE 
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GARDEN HOSE 
IN NEW PACKAGES WITH — 
Edie. CONSUMER APPEAL 


VIGILANT - 2-braid 


pa soap! aoe also om in - 
styles of packaging — 25- or 
ft lengths either paper-wrapped 
or cartoned. The cartons are 
shipped in cases containing five 
50- or ten 25-ft. lengths. 
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BULL DOG - 2-braid 
Bull Dog Cord hose is packed two 
ways — in the new, smart car- 
h tons and shipping containers or 
in the standard package with 













sag each 25- or 50-ft. length paper- 
aia wrapped in bales containing five 
25- or five 50-ft. lengths Ay 
* 
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; VIXEN - {-braid 

it The paper-wrapped lengths of 
25- or 50-ft. are shipped in bales 
holding five of either length. The 
hose in cartons comes in shipping 
cases containing five 50-ft. 

' lengths or ten 25-ft. lengths. 
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TIGER - 1-braid 


Shipped in paper-wrapped 
bales containing five 25- 
ft. lengths or five 50-ft. 
lengths. 
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( HARACTER 


BUILT RICHARDS-WILCOX 


A* a man why he trusts and respects a certain friend. The 
answer invariably can be summed up—‘“character.” 

Character in a man or a product is a precious attribute. And 
like all precious things it is not built in a day. Time and test 
mould it bit by bit. 

Character is not a fickle quality—here today and gone tomor- 
row. To be worthy of continued confidence it must be steadfast. 
Standards must not be lowered in good times or bad. 

Such is the character of Richards-Wilcox. A character built 
by over fifty years of steadfast hewing to the line of highest qual- 
ity and reliable service. It has built Richards-Wilcox and con- 
tinues to build it even stronger day by day. In a business world 
sometimes gone askew, we think it’s good to know where you 
can count on character. 

No matter what the doorway problem Richards-Wilcox can 
solve it. And possessing this time-proved character, you can be 
certain the problem will be solved expertly, efficiently and 
economically. 


Richards-Wilcox Mfg. Co. 6 








“A HANGER FOR ANY DOOR THAT SLIDES” 
éiiaiiteees AURORA, ILLINOIS, U.S.A. 


sis imprint” weo/' 1939 
Branches: New York Chicago Boston Philadelphia Cleveland Cincinnati Washington, D. C 
Indianapolis St. Louis New Orleans Des Moines Minneapolis Kansas City 
Los Angeles San Francisco Omaha Seattle Detroit Atlanta Pittsburgh 
Milwaukee Richards-Wilcox Canadian Co., Ltd., London, Ont., Montreal, Winnipeg 
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EALERS report a curious (or is 
D it?) phenomenon concerning 
Duco Household Cement. 

It’s only necessary, they say, to 
display this handy little item in plain 
sight . . . and lots of folks, whose 
thoughts have been far from house- 
hold cement, will tuck a tube away 
as an extra purchase. 

Here’s the way we figure it, and 
we think you'll agree: First, every- 
body has many uses for household 
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EXTRA SALES 


cement; people know it’s mighty 
handy in the house. Second (and 
perhaps more important), there’s the 
name Du Pont. Du Pont has made 
so many friends through its other 
fine products . . . auto polish and 
wax, anti-freeze, paints, cellulose 
sponges, etc. ... that folks know a 
Du Pont product has to be good. - 

So maybe all these easy sales of 
Duco Household Cement aren’t such 
a phenomenon after all. 








Du Pont Duco Cement is a clear, 
flexible, waterproof cement which 
holds permanently on practically ev- 
erything except rubber. We suggest 
you set up a display of Duco Cement 
and reap the benefit yourself. It’s just 
so much extra money in the till. 

Here’s the first thing to do: write 
for full information and net prices. 
E. I. du Pont de Nemours & Co., Inc., 
Wilmington, Delaware. 


GU POND 
DUCO 


J. Ss A orr 


CEMENT 


















Finger Tip — 





Convenience! 


This feature will 
interest your trade 




















HIS modern age is steadily increasing the joy of living. New commodities are 

constantly being introduced, offering easier, simpler, more exacting ways of doing 
things than heretofore. A distinct contribution to the hardware trade in keeping with 
this modern method of lightening the labors of mankind is the 


No.900 National Door Set 


Garage doors can now be raised with the tip of the finger. The upward gliding 
motion started carries the doors straight up off the floor and parks them safely over- 
head where they are safe from damage, leaving the full floor area available for use. 


Heavy vertical springs working in conjunction with enclosed pulleys furnish a perfect 
counterbalance for the weight of the doors. It is little wonder that even a child can 
operate these National-equipped garage doors with perfect ease. 


Aside from their many fine, exclusive mechanical features, these doors are attractive 
both inside and out, and often where the garage faces the street the neat, trim appear- 
ance enhances the beauty of the entire home. Doors are furnished fully glazed and with 
most of the hardware already mounted in place to facilitate quick, easy installation. 


Your trade has undoubtedly heard of this wonder door and its magical operation. It is 
a profitable tip to write today for full particulars 
if you do not already carry National Hardware. 


“T ik 
National Builders’ Hardware is sold Ra a5 a ts 
\NATionaL direct to the retail dealer—a policy +aT i GC 3 
FG. CO that promotes quality, service and 
g direct selling cooperation. 


NATIONAL 
MANUFACTURING CO. 


STERLING - + + ILLINOIS All hardware mounted on the inside 
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EST WING 


Unbreakable 


Tools are forged in 


One Piece 


head and handle of 


unsurpassed steel and temper 


and 


Leather Washer Grip—they | at ) k Yo u 





As Headquarters for Highest Quality and Satisfaction 


Sales are now largest in 15 years 


32 Estwing ‘‘Unbreakable’’ Hammers, Hatchets, Hunting and Scout Axes in This Line 


“These Leading Wholesalers Gan Serve You With § or more Numbers from Their Stock 


ALA.—Wimberly-Thomas Hdw.. Birm- 


ingham. 


ARIZ. -Albert Steinfeld, Tucson. 

is Ariz. Hdw. Sup., Phoenix 

Ariz. Mining Sup., Prescott. 

Babbitt Bros., Flagstaff. 

Central Com., Kingman. 

CAL. Baker, Hamilton & Pacific, S. F. 
Key Hdw., Los Angeles. 
Thomson-Diggs, Sacramento. 

COLO. —Biggs-Kurtz Hdw., Grand Jet. 

* Holmes Hdw., Pueblo. 
Morey Mere., Denver. 
Salt Lake Hdw., Grand Jct. 
= Western States Cutlery, Boulder. 

CONN.—Sechtman Hdw., Hartford. 

FLA.—Frank T. Budge, Miami. 

” Knight & Wall, Tampa. 
Railey-Milan, Miami. 


IDAHO—Coeur D’Alene Hdw. & Foun- 


dry Wallace. 
Erb Hdw., Lewiston. 
a Idaho Hdw. & Plbg., Boise. 
- Sah Lake Hdw., Boise. 
7 Salt Lake Hdw., Pocatello. 
ILL.-Hibbard, Spencer, Bartlett, Chi- 
cago. 
es. Walker Hdw., Peoria. 
Merehouse & Wells, Decatur. 
“  Muntz & Lea, Elgin. 
IND.—Ohio Valley Hdw. & Roofing, 


Evansville. 


Van Camp Hdw. & Iron, Indian- 


apolis. 
Wayne Hdw.—Fort Wayne 
1OWA-—Brown Camp Hdw., Des Moines. 
Cutler Hdw., Waterloo. 
Drake Hdw., Burlington. 
Harper & McIntire, Ottumwa. 
Knapp & Spencer, Sioux City. 
Kretschmer-Tredway, Dubuque. 
Haw Hdw., Ottumwa. 
KAN. —Blish, Mize & Silliman Hdw.. 
Atchison. 
Frank Colladay Hdw., Hutch- 
inson. 
Lee Hdw., Salina. 
MAINE—deccds & Walker, Portland. 
Rice & Miller, Bangor. 
Almon H. Fogg, Houlton. 


ESTWING MFG. Co., 
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MD.—Wm. H. Cole, Baltimore. 


MASS.—Decatur & Hopkins, Boston. 
a J. Russell, Holyoke. 
” Treat Hdw., Lawrence. 


MICH. -Buhl Sons, Detroit. 
Jennison Hdw., Bay City. 
Morley Brothers, Saginaw. 
Saginaw Hdw., Saginaw. 
= Delta Hdw., Escanaba. 


MINN.---Farwell, Ozmun, Kirk, St. Paul. 
- Janney, Semple, Hill, Minne- 


apolis. 
5: Kelley-How-Thomson, Duluth. 
a Marshall-Wells, Duluth. 


MO.—McGregor Hdw., Springfield. 
“  Shapleigh Hdw., St. Louis. 
“ Townley Metal & Hdw., K. C. 
“ Wyeth Hdw. & Mfg., St. Joe. 


MONT. a ie Hdw., Billings. 
M. Holter "Haw. Helena. 
% Kalispell Merc., Kalispell. 
‘ Marshall-Wells, Billings. 
Missoula Merc., Missoula. 
e Winter Hdw., Billings. 
NEB.—Henkle & Joyce Hdw., Lincoln. 
Paxton-Gallagher, Omaha. 
* Wright & Wilhelmy, Omaha. 
N. H.—John B. Varick, Manchester. 
N. J._-Phoenix Hdw., Newark. 


N. M.—E. Cosgrove, Silver City. 
is J. Korber, Albuquerque. 


N. Y. ~Albany Hdw. & Iron, Albany. 


Babcock, Hinds & Underwood. 


Binghamton. 


¥ Barker, Rose & Kimball, Elmira. 


ag Thomas H. Bradley, Watertown. 


- W. W. Conde Hdw., Watertown. 


ci A. H. Marshall, Plattsburg. 

- Masback Hdw., New York. 

- Mathews & Boucher, Rochester. 

» Roberts Hdw., Utica. 

Geo. L. Starks, Saranac Lake. 

- J. M. Warren, Troy. 

° Weed & Co., Buffalo. 

+ Clark Witbeck, Schenectady. 
Worth Hdw., New York. 





ROCKFORD, 


N. C.—Sam Haskins, Greenville. 


OHIO W. Bingham, Cleveland. 
Bostwiek-Braun, Toledo. 
Kruse Hdw., Cincinnati. 

- Smith Bros. "Haw., Columbus. 

bi Geo. Worthington, Cleveland. 


OKLA.—Gates Hdw., Tulsa. 
ORE.—Basche Sage Hdw., Baker. 
- Gilbert Bros., Portland. 

' Honeyman Hdw., Portland. 
Marshall-Wells, Portland. 


PENN.--American Hdw., Pittsburgh. 


W. C. Hack & Sons, Shamokin. 


. Herr & Co., Lancaster. 

e Stichter Hdw., Reading. 

- Supplee Biddle Hdw., Phila. 
« Edw. K. Tryon, Phila. 


S. C.—Montgomery & Crawford, Spartan- 


burg. 


S. D.-Larson Hdw., Sioux Falls. 


TEX.—Huey & Philn Hdw., Dallas. 
6 Edward S. Hughes, Abilene. 
Momsen-Dunnegan-Ryan, El Pa-o. 
“a Morrow-Thomas Hdw., Amarillo. 
7 Peden Trom & Steel, Houston. 


UTAH—Salt Lake Hdw. Co., S. L. City. 


Zion’s Co-op. Merc., S. L. City. 


VT.—Hagar Hdw. & Paint, Burlington. 
“ Vermont Hdw., Burlington. 


VA.-Virginia-Carolina Hdw., Richmond. 
“ Worth Hulfish & Sons, Alexandria. 


WASH.—Jensen-Byrd, Spokane. 
> Marshall-Wells, Spokane. 
“ Morse Hdw., Bellingham. 
Seattle Hdw., Seattle. 
Yakima Hdw., Yakima. 


W. VA.—Superior-Sterling, Bluefield. 


WIS.—Frankfurth Hdw., Milwaukee. 
vi Morley-Murphy, Green Bay. 
“ John Pritzlaff Hdw., Milwaukee. 


ILL. 
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New streamlined design — pro- Exclusive Gale Evaporator with 
vides greater storage space Visual Freezing. Big capacity. 


SPACE COOLER 


- .. 
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| YOUR CUSTOMERS WILL! 


GALE has the features. Gale has the quality. And 
Gale has the price! 

Here is one of America’s finest electric refrigera- 
tors—the product of a company known throughout 
the world for its precision manufacture—available 
to you direct from the factory at direct-factory cost! 





With Gale Refrigerators you can encourage the 
comparison which is governing retail sales more 
and more. Feature for feature, price for price, Gale 
will do its own selling. It will pay you to compare. 
Write or wire for a detailed presentation of the 
facts. Learn how you can attract volume business, 
with full margin profits. Gale’s got the answer! 

GALE DELUXE, Priced to Sell at Resale from 


$129.50 to $179.50 (7.3 cu. ft.). 


GALE STANDARD, Priced to Sell at Resale 
from $109.50 to $159.50 (7.4 cu. ft.). 


GALE-BUILT WHITEHALL, Priced to Sell at 
Resale from $77.95 to $99.95 (6.2 cu. ft.). 


GALE PRODUCTS, 400 Monmouth Blvd., Galesburg, III. 
Division of Outboard, Marine & Manufacturing Co., Builders of 
Johnson Sea-Horses, Evinrude and Elto Outboard Motors 


Removable Porcelain Shell sets Cold Storage Drawer with Sliding Vegetable Drawer with 
new standard in sanitation. giass-covered Meat Preserver. glass-covered Crisper. 


AGAIN a sensation! Offered in two 
models for ’39—a DeLuxe Model with 
a host of new refinements, at the old 
price of $169.50 list; a Standard Mod- 
el at only $139.50 list! Big, summer 
profit possibility. A high quality, self- 








contained, proved appliance. No 
plumbing. No special wiring. Just 
plug it in! Cools, filters, dehumidifies 
and circulates fresh air. Order now 
for big “hot weather” sales! 


(SALE probucts # 
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YOUR CUSTOMERS ar. 


going to see this Advertising 
a lot in 1939! ' 


... from April 
right through October 


NTERESTING, convincing advertisements in 

the leading farm magazines, with hundreds of 
readers right in your own community, will be 
helping you to sell fence, roofing and other steel 
products during all the best selling months of 
this year. 

Every advertisement directs customers to your 
store with statements like these: “Get American 
Fence from your local dealer”—“Ask your dealer 
to show you this better roofing”—‘Look for this 
U-S-S trade-mark.” 

Cash in on the consumer preference which this 
advertising creates. Identify your store as the 
place to buy these products. Stock and display 
a complete line. Take advantage of this sales help 
we are giving our dealers. 


AMERICAN STEEL & WIRE COMPANY 
Cleveland, Chicago and New York 
CARNEGIE-ILLINOIS STEEL CORPORATION 
Pittsburgh and Chicago 
COLUMBIA STEEL COMPANY 
San Francisco 
rTENNESSEE COAL, IRON & RAILROAD COMPANY 

, Birmingham, Alabama 
United States Steel Products Co., New York, Export Distributors 


Your Customers Know 
These Famous Products: 


AMERICAN FENCE AND POSTS 
STORMSEAL ROOFING 
TENNESEAL ROOFING 

U-S-:S ROOFING & SIDING SHEETS 
AMERICAN LAWN FENCE 
CYCLONE LAWN FENCE 

GATES AND FITTINGS 

4 MERICAN BARBED WIRE 
HEX-CEL POULTRY NETTING 
PROTECTOR POULTRY FENCE 
STRAIGHTLINE POULTRY NETTING 
AMERICAN FUR FARM NETTING 
CYCLONE SCREEN CLOTH 
CYCLONE HARDWARE CLOTH 
CYCLONE BURNER BASKETS 
BLUE BONNET BALE TIES 
NAILS, TACKS AND STAPLES 
CLOTHES LINES 
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From this Famous 


“Tillage Steel” 


Come the Blades 
for All Ingersoll Shovels 


That's why they won't 
curl, nor split at the 4 
edges, but remain | 
keen -cutting blades. 





























The same kind of 
steel we use to 
make the Discs 
for practically 
all of America's 
leading Farm Im- 
plements, is also 
used in Ingersoll! 
Shovels. 











Available in ail 
types and grades. 
Round or square 
points, black or 
polished fini-hes. 
All Alloy,” A and 
B grades are heat- 
treated. 


For more than half a century, we have specialized in the pro- 
duction of steel for working in soil. Every Ingersoll Shovel is 
given the benefit of the achievements in steel which have 
made Ingersoll Stee! keen-cutting, clean-scouring, and remarkably 
free from curling and splitting. 

For Ingersoll Shovels, we use a Tillage Steel that is two-way rolled 


and heat-treated to produce an interlocking, mesh-grain struc- | 
ture. It is known as . YOULL FIND THEM ‘ 


"TEM, CROSS: Y fe 


INGERSOLL PROCESS STEEL 


When you stock Ingersoll Shovels, you insure this extra value which soon shows 
up in the extra service they give on tough jobs. 

Write for further information. Address 

our New Castle Plant. Dept. H.A. 


INGERSOLL STEEL & DISC DIVISION 


Sorg-Werner bog eyo New Castle, badiese 
New Castle, Ind.; Chicago, Ill.; Kalamazoo, 


INGERSOLL S/.c4 | 


Pine i ated 
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Cooperating with Hardware Dealers in NATIONAL HARDWARE WEEK— } 
May 6-13. Ask your Jobber for prices on Ingersoll Shovels. 





HARDWARE AGE 





















Li 





55 
3 
ri 


Tea net 


TITS pa Or ce 














MAY 4, 


Put plenty of 3-IN-ONE OIL in stock—both 
the “Regular” and “Heavy Body”. Tie-in with 
the Radio and Magazine campaign by dis- 
playing it prominently. Suggest Regulor 
3-In-One Oil for sewing machines, carpet 
sweepers, locks, hinges, tools. Suggest 
Heavy Body 3-In-One Oil for electric 
refrigerators, light electric motors, washing 
machines, coaster brakes. 3-In-One Oil 


sales put profits in your cash register! 


THE A. S. BOYLE COMPANY (pistributors) JERSEY CITY, N. J. 
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THERE’S A REAL 
ADVERTISING 


On the RADIO Coast-to-Coast 


139 broadcasts over nation-wide networks of 
NBC and CBS spread the story of 3-IN-ONE 
OIL to your customers. These messages are most 
heavily concentrated during the Summer months, 


when uses for this famous oil naturally increase. 


Extensive MAGAZINE Advertising 


Over 40 magazines, totalling circulation in the 
millions, carry the story of 3-IN-ONE OIL in 
print right through the year. Yes, there’s a big 
advertising WALLOP behind this famous oil! 








ne : dy with this Special Deal! 


-ONE OIL 2 Doz. 1-Oz. Regular Oil 
aah 3 2 Doz. 1-Oz. Heavy Body Oil 
\ Ee Lien §6 Doz. 3-Oz. Regular Oil 
| Gai 1 Doz. 3-Oz. Heavy Body Oil 


Sells for $10.80 


eel Your Cost $7.20 





































p-NM Ep Fede a, Leak, fe, 


i. 


ERS 

















ERE is important news for dealers 

from coast to coast. Myers announce 
their new line of Ejecto Pumps and Water 
Systems (with or without tanks) in twin 
and duplex types for wells of 25 to 120 feet 
water levels. 


Modernly styled. Precision built. At- 
tractively finished. Exclusive features. 
New performance values. You will be just 
as proud to offer this new line to your cus- 
tomers as we are to offer it to you as an- 
other Myers quality product that will bring 
you additional business and profit. 


PUMPS 
and WATER 
SYSTEMS 











Be on the lookout for a copy of our new 
catalog No. EJ39 now being mailed to 
Myers Pump and Water System dealers 
and distributors. If not received within a 
few days, or if a Myers salesman does not 
see you soon, write us for this catalog and 
complete information. Your inquiry will 
receive prompt attention. 


THE F. E. MYERS & BRO. CO. 


ASHLAND, OHIO 








PUMPS — WATER S¥STEMS — SPRAYERS — HAY TOOLS — DOOR HANGERS 
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| FRANK —I'M BACK FOR MORE 
OF THAT J&L FENCE 
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One sale leads to another when you feature} 


J&L WIRE PRODUCTS 


Once a customer has used J & L Barbed Wire and Woven Fencing 


he’s pretty sure to be back for a repeat purchase. He knows that g 
J & L Barbed Wire on the Safety Grip Spool is easier to handle 


and easy to “stretch”. And he has proved to his own satisfaction CTFE | 
that the quality steel wire used in J& L Mastercraft Fence gives 


it extra strength, durability and long life. ~ 1 


So make satisfied customers now. Stock and sell J & L Wire 
Products. Write your J & L distributor, today, for complete 


information on J & L Wire Products. 


JONES & LAUGHLIN STEEL CORPORATION 


AMERICAN IRON AND STEEL WORKS 
PITTSBURGH. PENNSYLVANIA 


MAKERS OF HIGH QUALITY IRON AND STEEL PRODUCTS SINCE 1850 














LIBBEY QWENS FORD 
QUALITY GLASS 


ALL THAT THE NAME IMPLIES 
FOR SATISFIED CUSTOMERS—PROTECTED PROFITS 





@® Your customers will appreciate the superior 
features of L-O-F Quality Glass. The exclu- 
sive L-O-F Flat Drawing Process provides 
a window glass that is Clearer, Brighter and 
Flatter than any that the industry has ever 
offered. 


And you'll appreciate a glass that is less 
brittle, easier to cut — one that minirnizes 
breakage loss. L-O-F Quality Glass has those 


features because it is thoroughly annealed in 


LOOK FOR THE LABEL 


lehrs four or five times longer than are used 


, in any other process. 


Many years of L-O-F national advertising 
have brought the superior features of L-O-F 
Quality Glass prominently to the front in the 
public mind. The label is recognized by mil- 
lions as a symbol of Highest Quality. For your 
customers’ complete satisfaction and your 
own, standardize on L-O-F Quality Glass. 
Libbey-Owens-Ford Glass Company, Toledo,O. 


HARDWARE AGE 






a 
‘4 
J 









tising 
O-F 
n the 
y mil- 
your 

your 
Glass. 
do,O. 







ROT, 


3c PUR EAS Fe 


axe pe ee 





MAY 4, 


is the second advertisementin 
the new nationwide White 
Lead campaign that is “dig- 
ging out” a popular apprecia- 
tion of good paint and 
painting. 


OU don’t need three 
guesses to tell what I’m 
talking about, because my 
job is mining lead. 


And lead is the starting 
point for making a durable 
paint. 

You see, they make the pur- 
est lead into white lead. 


And white lead is used in 
making paint. 

When you look at such an- 
cestry, it’s not surprising 
that pure white lead paint is 
able to stand up under the 
attack of time and nature. 


In case you think I’m grind- 
ing my own ax, just ask any 
painter who knows his stuff. 
Ask him what he’d paint his 
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own house with. I can tell 
you what his answer will 
be—“white lead.” 


So take it from an old lead 
miner, you can’t beat a paint 
that’s made from lead. And 
this is one case where the 
best is really the cheapest. 


LEADINDUSTRIESASSOCIATION 
420 Lexington Avenue 
New York, N. Y. 


I'm digging out 
something everybody 
needs in paint” 


















It takes experience to do a good paint job. 
For the paint on a house is only 1-200th 
of an inch thick, and it needs to be skilfully 
applied to give real protection. Pictured 
here is one of the fmany things a good 
painter knows — how to lay paint at 
corners to protect the points where clap- 
boards join. 






















PANTHER ....DRAGON 
TAPES 


. First to be Wrapped and SEALED in Cellophane. 
. Perfect Adhesiveness and Tensile Strength. 

. Strong Distinctive Green Core. 

. Colorful Attractive Boxes. 


. A Company in the Insulation Business Since 1878. 


HAZARD INSULATED WIRE WORKS 


DIVISION OF THE OKONITE CO. 
WORKS: WILKES-BARRE, PENNSYLVANIA 


New York Chicago Philadelphia Atlanta Pittsburgh Buffalo Boston Detroit 
Seattle Dallas Washington San Francisco St. Lovis Los Angeles 
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14 Different Sizes of 
Wheels are on this red 
metal display. You'll sell 
carpenters, home work- 
shop fans and mechanics 
with this wide assortment. 
Order the No. 8275 dis- 
play assortment from your 
jobber. 


if 

CA R B Ci 4] N D U M 7 sell ’em you've got to show ’em! That's just sense in modern merchan- 
COMBINATION STONES dising. And that’s why Carborundum has prepared so many attractive 
displays to make it easy to sell more of the fast-moving Carborundum 
ICKS Brand Abrasive Products. Three of the most popular displays are illustrated. 
Put them in your store now! Let them help you pair-up sales of abrasive 
products with every sale of edged tools. You'll be delighted with the faster 

turnover and increased profits. Order now! 


SHARPENING f 
STONES f 


> & 


sae Kel): 


Twelve Combination Stones (six shown, six reserve 
stock) with this eye-catching display. A stone for every 
purpose. Selling prices plainly shown. Let this No. 10 
display attract more customers and profits. Order from 
your job! 


This Profit Producing Window Display has plenry 
of action, color and eye-appeal. Surround it with chi- 
sels, plane irons, draw knives and other edged tools. 
Display is free with the No. 384 Assortment of six stones. —> 


THE CARBORUNDUM COMPANY « NIAGARA FALLS, N.Y. 


Sales Offices and Warehouses in New York. Chicago. Philadelphia, Detroit. Cleveland, Boston, Pittsburgh, Cincinnati, Grand Rapids 


(Carborundum and Aloxite are registered trade-marks of The Carborundum Company ) 
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AT REDUCED PRICES EFFECTIVE MAY Is", 1939 


The biggest advertisi 
rtising campai ° 
Gem history—coa 6 = playin th 
t-t g the ne : 
and billboards will as tet ay 6 the window saasidibe Hence _—— 
low prices on Gem Mi nee the new Order th plied with them. 
Micromatic B e packages your trad 
This means more busi atic Blades. from yo rade prefers 
P usiness, bi . your wholesaler tod 
its fi ae ggerprof- Divisi : oday. Gem 
or you. Tie in by prominently dis- ane Safety Razor Corp., 
9 e Be 










CARD of 10 
packages costs 
retailer 70¢. 
Minimum Fair 
Trade Price is 
2 for 10¢. 

















CARD of 10 
packages costs 
retailer $1.75. 
Minimum Fair 
Trade Price, 5 
for 23¢. 













CARTON of 10 
packages costs 
retailer $3.85. 
Minimum Fair 
Trade Price, 12 
for 49¢. 











retailer $2.45. 
5 for 3l¢. 





0 packages costs 


CARD of 1 
Fair Trade Price, 


Minimum 
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THE QUALITY IS RIGHT 
—SO IS THE PRICE! 


When you recommend PURITAN to a customer 
you sell a top grade sash cord—one that has 
far greater strength than the specifications re- 
quired by the U. S. Government, States, munic- 
ipalities, railroads, and industrial users. 

Yet Puritan sells at a popular price—pro- 
vides you with an excellent dealer profit—and 
gives 100% satisfaction to both the contractor 
and the owner! ASK YOUR JOBBER! 

This nationally known brand is extra strong, 
long lasting, better made and economical— 
guaranteed by one of America's oldest and best 
known mills. Puritan Cordage Mills also offer o 
complete line of sash cords to meet all prices 
and requirements—plus a wide variety of other 
types of braided cotton cord for many purposes. 

Ask your jobber for PURITAN—for more profit 


to yourself and more satisfaction to your trade! 


PURITAN CORDAGE MILLS, Inc. 
Louisville, Kentucky 
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Here's proof that Union Hardware 
rods measure up to the toughest as- 
signments! 2 hours and 5 minutes 
was the time required to land this 
420 ib. Southern Ground Shark taken 
by S. Robert Russell of Hampton's, 
Port Arthur, Texas with a 58-838 
Reqguiletion Rod. (see item D below). 
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(A) No. 58-538 two 
piece Boat Rod of 
brown toned split 
bambeco. Nicke! 
plated mountings 
Screw locking ree! 
seat. Lengths 5//, -7 
feet. 


(8) Ne. 88-953 one 
piece Surf Casting 
Rod of flame tem- 


pered split bamboo & 


with detachable han- 
die. Screw locking 
Tarpon reel seat 
Length of tip 4 or 
7 feet, seated. 


(C) No. 6886-612 one 
piece Junior Surf Rod 
of flame tempered 
split bamboo with de- 
tachable handle. 
Nickel plated mount- 
ings with screw lock- 
ing Tarpon reel seat. 
Made in light, me- 
dium and heavy 
weights. Length of 
tip from 5 to 74 
seated 


(D) No. 58-838 one- 
piece Regulation Rod 
of flame tempered 
split bamboo. Screw 
locking Tarpon reel 
seat. Hickory grip 
and cane wound hand 
grasp. Length of han- 
die 21 inches; length 
of tip 5 f., seated; 
weight of tp about 
12 of 














HARDWARE 


Sportsmen who go after the “big fellows” never 
gamble on their fishing tackle. They want—and 
demand—the best. And right here is where both 
of us enter the picture. Manufacturing the best is 
our job—selling it to the ultimate user is your job 
Step-up sales of salt water tackle to satisfied cus- 
tomers this season with UNION HARDWARE 
rods—a sure-fire profit-getting line built for thor 
oughly dependable performance. In every UNION 
HARDWARE rod are the features fishermen desire 
most in their tackle—rugged construction, fine bal- 
ance and “feel,” durable finish and expert work 
manship that indicate a solid background of experi- 
ence. You won't go wrong with UNION HARD. 
WARE Tackle. It will sell and stay sold—and the 
price is right both for you and your customers. 
Ask your jobber. 


The UNION HARDWARE line for 1939 is more com 
plete than ever. Write for a copy of UNION HARD. 
WARE’S new catalog No. 20 which describes and 
illustrates many sizes and styles of split bamboo boat 
rods, regulation rods, surf rods, weak fish rods and surf 
casting rods; also an extensive line of split bamboo rods, 
steel rods and reels for fresh water fishing. 


HARDWARE COMPANY 
SJ EWVEiGw I 


TORRINGTON. ‘CONN. 


NEW YORK OFFICE SI CHAMBERS STREET 
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OIL - GAS - ELECTRIC—whatever fuel she uses, 
whatever limit she has in mind—you can interest your 
customer in one of the ranges in these three great 
lines. The top numbers are irresistable—the bottom 








numbers are real ad-leaders. And all along each line 
is extra value for the money—extra profit for you . . . 

TRADE-UP—in Oil Ranges to the handsome 
TDCS Model: full porcelain . . . five burners . . . in- 
sulated oven . . . Fingertip Heat Control. 

TRADE-UP—in Gas Ranges to the new CP7531- 

a model with every feature for Certified Performance 
and Florence quality—leader in a line for manufac- 
tured, natural and bottled gas. 

TRADE-UP—in Electric Ranges to the E113... 
seamless top . . . wrap-around construction . . . Chro- 
malox units . . . deep well cooker . . . automatic oven. 

TRADE-UP your sales with Florence, the nation 
ally advertised line that also helps you at the point 








of sale. 














San Francisco. 


FLORENCE STOVE COMPANY 

General Offices and Plant, Gardner, 

Mass.; Western Offices and Plant, Kan- 

kakee, Ill.; Sales Offices: 1475 Merchan- 

dise Mart, Chicago; 45 E. 17th Street, 

New York; 33 Alabama Street, S.W., * e 
Atlanta; 301 N. Market Street, Dallas; AA 

and 2730 16th Street, 


Pische eee 


A RANGE FOR EVERY FUEL *§ A MODEL FOR EVERY POCKETBOOK 












TRUE 
j E M 2 E & . « « World’s Acknowledged Leaders in 


Forging, Heat Treating and Tempering Fine Steel 










ANNOUNCE A vastly improved KELLY PERFECT 
AXE-—at no Premium in Price. 


ANNOUNCE A vastly improved FLINT EDGE AXE 
with Permanent, Practical Penetrated 


Black Finish. 





ANNOUNCE Acomplete line of Axes in every Price 
Class— Axes that are 10 years ahead 
in Quality of Steel—in Tempering— 


in Finish and in Uniformity. 





Again TRUE TEMPER steps miles ahead 
of the field with this vastly improved 
line of axes from its Kelly plant at 
Charleston. Oldest axe makers at this 
famous plant say,”“Today’s TRUE TEMPER 
Axes are the finest we have made 


in fifty years of axe manufacture.” 


THE AMERICAN 


FORK & HOE COMPANY . 


TRUE TEMPER is the “Buy Word” of mil- 
lions—a guarantee of quality—a buyer's 
guide to merchandise that satisfies. 
Cash in on the universal acceptance for 
TRUE TEMPER—Stock and display the 
new and vastly improved line of TRUE 
TEMPER, Kelly Made Axes in 1939. 


CLEVELAND, OHIO 





TRUE TEMPER PRODUCTS 


FORKS « RAKES ¢ HOES ¢ SHOVELS « AXES e HATCHETS ¢ HAMMERS ¢ SCYTHES « FISHING RODS AND BAITS ¢ GOLF SHAFTS 
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DIETZ STREAMLINE LANTERNS ARE AS MODERN AS TOMORROW 
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No. 2 D-Lite (Cold Blast) 
DIETZ Streamline LANTERNS are made for the modern 
market—they sell on sight. In construction and per- 
formance they stand alone for everyday needs and sud- 
den emergencies. 


R.E.DIETZ COMPANY - NEW YORK 


MAKERS OF LANTERNS FOR THE WORLD - - - FOUNDED 1840 


Monerch (Hot Blast) 
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No. 302. Bit for Spiral Screw 
Drivers. Made of high quality 
alloy steel and precision ma- 
chined for exact fit. Bits for most 
power and spiral drivers also 
available. 





“HARD FACE” Stubby Driver, for 
sheet metal screws. For use on 
case-hardened and self-tapping 
screws. 


No. Size Bar Length 
2511 l ; ih 
2512 2 1)/2 in. 





“STANLOID” Stubby Driver. Al- 
loy steel bars with handles of 
“Stanloid”—toughest non-metallic 
substance known. 


No. Size Bar Length 
2762 2 15g in. 





Stubby for service use. Alloy 
steel bars, natural wood handles. 


No. Size Bar Length 
2711 1 1 in. 
2712 2 1}/2 in. 





ed 








Offset Drivers for Service 
Jobs. Designed for work in 
tight places. Alloy steel bars. 
Four sizes to cover Phillips 
Screw size range. 


No. Size Diam. Bar 
2781 1 %64 in. 
2782 2 “% in. 
2783 3 Ye in. 
2784 4 “% in. 








Daily, industry and home owners are finding more 
and more uses for Phillips Recessed Head Screws — 


and that means a ready market for Stanley Screw ‘ 
Drivers for Phillips Screws. Order them from your r 
jobber today — they’re a sure profit maker! 


E- BA 
f= ee 
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MEANS A BIG, FAST-GROWING MARKET 
FOR STANLEY SCREW DRIVERS 


A Complete Line for Phillips Screws 


License No. 1 Phillips Patent Nos. 2046837-2046840 

















“HARD FACE” Drivers, for driving sheet No. Size Bar Length 
metal screws. Designed to answer the 2501 1 3 in. 
demand for screw drivers for use on 2502 2 4in. 
case-hardened and self-tapping screws. 2503 3 6 in. 
Built to stand up and give lasting service. 2504 4 8 in. 








“STANLOID” Drivers. Alloy steel bars, No. Size Bar Length 


hardened and tempered in modern. auto- 2751 1 3 in. 
matically controlled furnaces. Handles of 2752 2 4 in. 
“Stanloid” — toughest. non-metallic sub- 2753 3 6 in. 
stance known, and shaped and fluted for 2754 4 6 in. 
secure, comfortable grip. (No. 2754 available with either round or hexagonal bar) 








No. Size Bar Length 
For service use. Alloy steel bars, tem- 2701 1 3 in. 
pered and polished, held in natural color 2702 2 4 in. 
hardwood handles by two ears swaged 2703 3 6 in. 
on the shank. 2704 4 8 in. 


ORDER FROM YOUR JOBBER! 


STANLEY TOOLS 


NEW BRITAIN, CONN., U. S. A. 
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TIE TO THE 


“GREENFIELD” LINE 


“Greenfield” is the fastest selling, most popular small tool 
line in the world. “Greenfield” gives its dealers many 
important aids and services to help them build larger and 
more profitable small tool business. 


“Greenfield” manufactures a complete line meeting every 
small tool requirement with known. branded quality tools. 


Boost your tool sales —- swing extra profits your way by 
tying to the “Greenfield” line. 


Remember National Hardware Week—May 6 to 13 


GREENFIELD TAP & DIE CORPORATION, GREENFIELD, MAss. 
Detroit Plant: 2102 West Fort Street; Warehouses in New York, Chicago, Los Angeles and San 
Francisco; In Canada: Greenfield Tap & Die Cor tien of Canada, Ltd., Galt, Ont 
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CRESCENT 
OFFERS 
A TYPE 

FOR EVERY 

CLASS OF 
SERVICE 


Photo courtesy of 
The Wittemann Co., Inc. 


@ Industry, as well as the building trades, 
represents a profitable market for snips. The 
Crescent line, which includes regular, circu- 
lar-cutting and heavy duty styles, offers just 
the right type for every class of service. 
Crescent Snips are distinguished by many 
exclusive design and utility features which 
make them outstanding. Get the full facts on 
this popularly priced line today. Ask your 
jobber, or write us for complete information. 


CRESCENT TOOL COMPANY 
JAMESTOWN, N. Y. 


CRESCENT iicncrvey, TOOLS 
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Goes to the 
New York 
World's Fair 


In the “Town of Tomorrow” at the New York World’s Fair is 
the home building center, where are exhibited model homes rang- 
y ing in price from the most modest to those in the $18,000 class, each built of the newest type of 

: materials and equipped with the most modern facilities:—each one, veritably a Home of Tomorrow. 



















Three of these beautiful homes—numbers 10, 16 and 18 are completely equipped with Sargent 
" F Hardware. Pictures are reproduced below. 


i When you visit the “Town of Tomorrow,” note especially how fittingly Sargent Hardware 
completes the picture in these homes expressive of the best in current architecture. 


SARGENT & COMPANY 


New Haven, Connecticut 
New York Chicago 
342-344 Broadway 150 N. Wacker Drive (At Randolph} | 


Belleville, Ont., Canada — Belleville-Sargent & Company, Ltd. 
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OUTSTANDING FAIR BUILDINGS | 
EQUIPPED | 


The Theme Buildings—Perisphere and Trylon 
The Administration Building 
The Hall of Metals | 
Food Building No. 3 
The Hall of Communications 
The Building of Soviet Russia 
The Irish Free State Building 
HOME NO. 18 James W. O'Connor And a number of others. 


Architect 
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HOME NO. 10 Verner Walter Johnson HOME NO. 16 


Architect 







Electus D. Litchfield 
Architect 
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GALENA MOTOR OIL NTR Ih K Oil 
eg DISTRIBUTORS \ h 1 ¥ 4 deee 






















SPT 





WITH GALENA 


$16.76 Puts You in the Motor Oil Business — the New, 
Big-Profit Opportunity for the Hardware Dealer 
@ Get on the “Oil Wagon” with Super Galena Fortified—one of 


the first top-quality Pennsylvania Oils. Nation-wide surveys prove 
that thousands of hardware stores can and do sell plenty of 


san CAE 


motor oil . . . at a real profit. 
Add this extra profit to your business, with a product in uni- 
versal demand, easy and clean to handle, with consistent and 
frequent turnovers. 
Sell Super Galena FORTIFIED Motor Oil, for easier starting, 
greater horsepower, cooler running, 


MEGS 


PRR 






less sludging, less gumming and greater 





resistance to crankcase dilution. Write 






for details on the Galena Profit Plan— 






or see your Hardware Jobber today. 






GALENA OIL CORPORATION 
General Offices: 405 Butler St., Cincinnati, Ohio + Refinery at Franklin, Pa. 





THE BLUE RIBBON OF THE 
HARDWARE INDUSTRY 
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NICHOLSON Launches One Of The 


GREATEST 


30 Day Promotions 


Ever Put Behind 
A Single Tool! 





The Saturday Evening Post, June 3rd 3,165,870 


Popular Mechanics, June 567,349 
Popular Science Monthly, June 498,955 
The Home Craftsman, July (issued June 1) 60,571 
Popular Homecreaft, July (issued Junel) 49,168 


IT ADDS UP TO 4-1/3 MILLION 
HARDWARE STORE CUSTOMERS READ- 
ING ABOUT THE HANDY FILE IN 1 MONTH! 


Because the new Nicholson “Handy” File has taken 
hold so well as a promotion item for National Hard- 
ware Week — proved itself a fast-seller this spring — 
it’s going over the top in June with a 4-1/3 million 
reader campaign in these five great magazines, reach- 
ing every class of buyer ! 

The “Handy” file is made for summer usefulness, 
with one side double-cut for general filing, the other 
single-cut for tool sharpening and finishing. It’s made 
for convenience, with rounded orange handle and 
handy hang-up hole. It’s made to sell, with in- 

dividual cellophane wrapping and a display box that 
catches the eye. Be ready for the summer demand ! 
Put a note in your want book to order a box now! 
Your jobber will supply you. Nicholson File Company, 
Providence, R. I., Canadian Plant, Port Hope, Ontario. 
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That's When Your New 


KICHOLSON HANDY FILE 
Is Handiest Of All! 
















LIKE TO GET OUT AND GET UNDER 
to eee old bus hitting on all 12? 
8 file is single-cut on one sid 
for finishing jobs, double-cut on the 
other for fast metal removal, Hang 
one up in your garage! 


FAXQ one 
a «Sel toe) BMA 


GIVE THE WEEDS A TREAT with ah 

that’s really sharp! The hatin 
side of your Handy File is ideal for 
” —- of sharpening jobs. Rounded 
ae makes it safe to carry in your 





































SOMETHING WILL NEED TINKERING 
around the boat or summer camp. 
Better take along a Handy File and 
be prepared. 


YOUR HARDWARE STORE is featur- 
ing the Handy File, individually 
cellophane-wrapped to reach you 
factory-new. Look for the orange 
handle! Nicholson File Company, 
Providence, Rhode Island, U. S. A. 
Canadian Plant, Port Hope, Ontario. 
A FILE For 



































No. 4458 — A de 
luxe caster at « 
popular price. 
Two complete 
cows rdened 
ball bearings for 
(ree swiveling. 
1%” Ruberex 
(cushion tread) 
wheel for easy 

No won- 


der it's a big 
seller. 


No. 4735 — Ball 
Neck Caster, No. 5735 












Wheel 











Rockite Wheel. Bearing Plate 
Caster, Rockite 







DOUBLE BALL BEARING 


ASTERS 


Provide Easier Swiveling 
+. Greate Resale Value 





for NATIONAL HARDWARE WEEK 


Here’s the caster that “trades up” quality and profits 
for you every week in the year. Swivels easier on 
26 hardened ball bearings (instead of the usual 14). 
and pays you normal profit when sold at a popular 
price. That’s why it’s the leader of the Faultless 
quick turnover group featured by leading retailers 
from coast to coast. Ask Your Jobber or write 


FAULTLESS CASTER CORPORATION 


Dept. HA-5, Evansville, Indiana 
Reps. in Principal Cities. Canadian Factory: Stratford, Ontario 







Cushion Chair 
Glide of hardened 
steel with rubber 
insulation 


THE QUICK TURN-OVER GROUP 


SELECTED BY SUCCESSFUL DEALERS AS THE ITEMS MOST FREQUENTLY BOUGHT! 
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Publication Offices Executive Offices 
Chestnut and 56th Sts.., 239 West 39th St. 
Vol. 143 No. 9 Philadelphia, Pa. Sew Tech, ea 





Established 1855, succeeding and embodying “Hardware” of New York; 


s “Stoves and Hardware Reporter,” St. Louis; “The Western Hardware 
A ‘ . oe Journal,” Omaha; “Iron Age Hardware,’ New York City; “The Hard 
a Pp ss i py emesis ware Reporter,” St. Louis; “Hardware Salesman,” Chicago; “Hardware 
‘ resident and General Manager Dealers Magazine,” New York, and “Good Hardware,” New York 


CHARLES. J. HEALE 
Editor and Vice-President 


ne _Amsootate Battore EDITORIAL CONTENTS 


KENNETH A. HEALE 
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ALBERT J. MANGIN 
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“ by Adon H. Brownell 44 
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Ontario ADVERTISING INDEX—PAGE 152 


SUBSCRIPTION PRicks—United States, its pos- 
‘ sessions: one year $1.00. Mesico, Central 
of America, Bouth America, Spain and tts 
_ colonies: one year $1.00. Canada $2.00 
Fereign countries not taking domestic rates 
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VAN DEVENTER 


HIBBARD WINDOW DISPLAYS STOP WOMEN 


Because They Are 
Timely, Colorful, Packed. With Values 


THIS WEEK'S | 
SPECIAL! | 





This is the colorful window which Hibbard’s 8-Point Service dealers everywhere are using to promote 
Mother's Day and other timely purchases. 


e@ HipBarp’s Jaue Value Window Display Service is 
no once-in-awhile, casually-planned program. A staff of 
trained display men, working closely with our buyers 
and merchandising men, supply Hibbard dealers with 
an eye-catching window, filled with planned merchan- 
dise, for every single week in the year! 


Each window sings a song of timely related merchan- 
dise, and features both a bargain leader together with 
seasonal profit builders. Each complete window is tied 
in with our dealer ad service and carries out a definite 
sales idea. Every item shown is selected for its seasonal 
appeal and its profit to you at a competitive retail price. 


The colorful posters, banners and display cards are 
furnished automatically and regularly as part of our 


HIBBARD. SPENCER, BARTLETT § 


WATER ST. 


20) EAST 


40 





monthly 8-Point Service Package, for which we charge 
selected dealers a very low price. Simple to install, yet 
professional in appearance, experience has proved these 
window displays step-up sales. 


Nowhere but at Hibbard’s can a hardware dealer 
secure such a comprehensive series of year-round dis- 
plays so perfectly coordinated with timely, seasonal 
merchandise and newspaper advertising. Jraue Value 
windows are newsy and attention-getting and bring 
women customers into your store. 


USE THIS COUPON TODAY! 


HIBBARD, SPENCER, BARTLETT & CO. 
Chicago, Illinois 

Without obligation, I would be interested in learning full 
details of your 8-Point Program. 
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Informal Editorial Comments 








Laundry Fight: 


For several years the organized 
commercial laundries have been 
fighting the inroads of the electric 
washing machines. Spokesmen for 
the laundry industry have 
preached that individual laundries 
must stop thinking that they are 
competitors of each other because 
it is the home laundry equipment 
that really competes collectively 
with the commercial laundries of 
the country. This particular cam- 
paign comes and goes. One year 
it is very active and then for two 
or three years there is a lapse in 
interest only to be resumed by the 
so-called “challenge” strategy or 
propaganda. This activity usually 
includes great emphasis on a claim 
that commercial laundry vat water 
is fit to drink and has some low 
degree of bacteria content com- 
pared to the water that would be 
left in a home washer—in both 
cases the tests to be made after 
the same amount of clothes have 
been washed. This has always 
seemed to me a most silly claim. 
The purpose of home laundry 
equipment is not to produce a 
drinkable or palatable beverage 
but to clean soiled clothes at a sav- 
ing in time and money at the con- 
venience of the owner of the equip- 
ment, who is then not subject to 
the route rules of the laundry 
driver, but can handle a home 
laundry job at will. 





Co-op Story: 

In a current news release from 
the Cooperative League News 
Service is a story about a recent 
activity of the Cooperative Grange 
League Federation Exchange, 
Ithaca, N. Y., better known as the 
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“GLF.” According to this release 
“the co-ops took direct economic 
action to check the unwarranted 
hiking of prices of lead arsenate.” 
The story continues: 

“In the spring of 1938, fruit 
growers in New York state faced 
disaster because of the ruinous 
prices received for the 1937 
crops and the rapidly advancing 
price of farm supplies. To make 
matters still worse, the price of 
lead arsenate shot up, although 
investigation showed that the 
price of pig lead used in the 
manufacture of lead arsenate 
had declined. The increase was 
due solely to larger margins 
asked by manufacturers and dis- 
tributors. GLF protested vigor- 
ously against the unwarranted 
hiking of prices but the demand 
fell on deaf ears. Fruit grower- 
members of GLF needed and de- 
manded help in the situation. 
They held a protest meeting, 
called in representatives of their 
cooperative and demanded that 
their co-op do something about 
it. GLF did. 

“To meet the emergency the 
cooperative deviated temporar- 
ily from its policy of meeting 
market prices and declared an 
advance patronage dividend of 


by CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


two cents per pound on all lead 
arsenate handled during the 
1938 spray season. The result 
was a lower price to the farm- 
consumer. This was made pos- 
sible by knocking out the ‘velvet’ 
provided for wholesale and re- 
tail distributors in the general 
price rise and by averaging costs 
on a substantial carry-over of 
lead arsenate which was pur- 
chased in 1937 at a lower price. 
Both the central organization 
and the local co-op agencies cut 
handling margins. The result 
was a lower net cost of lead 
arsenate to cooperative mem- 
bers at the time they needed re- 
lief most and a ‘powerful object 
lesson to manufacturers who 
had attempted to make profits 
out of economic disaster with- 
out reckoning on farmers who 
were organized to protect them- 


selves by cooperative purchas- 
© ” 


ing. 


‘Velvet’: 


The “velvet” referred to in the 
Co-Op news release is what tax- 
paying wholesalers require as a 
“margin” above their costs of 
goods in order that taxes may be 
paid and that salaries and rent 
may be paid. If there is any left 
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there is then a “net profit” and 
never a large one in today’s high- 
ly competitive picture. This same 
“velvet” actually furnishes an im- 
portant part of the moneys which 
must be used to purchase the food 
products that are raised by the 
farmer-members of the GLF and, 
as all co-ops seem to have some 
inside track with tax exemptions 
and other governmental favors, a 
part of the “velvet” is also enjoyed 
by the co-ops in their own compet- 
ing distribution operations. Such 
co-op propaganda is vicious and 
should be curbed. It is obviously 
impossible to stop such organiza- 
tion and there is admittedly noth- 
ing illegal about some collective 
enterprise—BUT and it is a big 
“BUT” it is high time that tax- 
paying, independent wholesalers 
and retailers in all lines banded to- 
gether and forced the Government 
to withhold its support and favors 
from co-op activities that com- 
pete with private business, and to 
also insist that government assess 
such business operations, as dis- 
tinct from seed conferences and 
other technical cooperative studies, 
on the same basis as other distri- 
bution units. 


World Fairs :— 


There are wo major World’s 
Fair expositions running now at 
opposite ends of the country. Both 
the San Francisco and the New 
York shows are making their dis- 
play appeal to consumers on three 
basic points that are equally as 
important to every hardware deal- 
er in his display efforts to obtain 
consumer interest. These points 
are: 1—massed display, 2—use of 
color and 3—use of motion. Think 
this over. There is the wide-spread 
ballyhoo, the publicity on the 
radio, in newspapers and maga- 
zines and all manner of events to 
attract crowds. Once on the prem- 
ises the three factors indicated are 
the three-point-of-contact appeals, 
and are the same three that suc- 
cessful retailers must use in their 
store windows, and interior dis- 
plays. 


Public Relations :— 


There never was a time when 
more business houses were more 
concerned about their “public re- 
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lations.” In almost every mail | 
receive a printed booklet or letter 
giving details of operations, 
sources and amount of income, 
items of costs and taxation, etc., 
from some manufacturer. A few 
years ago such information was 
known only to stockholders and 
executives. The public knew only 
the bald facts of net profits or loss. 
At first this trend was a little 
startling, as such details had pre- 
viously been considered somewhat 
private, or, if given out at all, 
were told in strict confidence to a 
few people. Today, many firms 
post on their plant bulletin boards 
full details of current conditions 
in order that all employees may 
have an accurate picture of costs, 
income and net results and may 
not be misled by the lies of agi- 
tators whose only trick has been 
to sow the seeds of discontent by 
telling workers of exorbitant 
profits and tremendous executive 
salaries. Intelligently handled, such 
publicizing to employees and the 
public can help restore harmoni- 
ous relations in industry between 
employer and employees and be- 
tween producer and customer, and 
help materially to restore general 
confidence which is sorely needed 
in this country at present. When 
confidence is felt, uncertainty dis- 
appears. As our major economic 
difficulty today is uncertainty, re- 
stored confidence through mutual 
understanding and frankness 
should dispel that one problem and 
help all of us rebuild for the gen- 


eral good. 


Don’t Cash Checks 
For Strangers :— 

The coming of Spring brings 
many blessings and kindles new 
hopes. It also seems to be the 
popular time for new confidence 
games and other forms of swindles. 
Currently come reports from the 
Chicago area that a “rubber 
check” artist has made two suc- 
cessful attacks on hardware manu- 
facturers. One victim writes: 


“It seems as if a man in the 
Chicago district has been work- 
ing a confidence game among 
small hardware manufacturers 
who sell to the wholesale hard- 
ware trade. During my absence 
from the office, a man came to 





our plant stating that he knew 
me and that he was employed by 
one of our whoesale customers. 
He said he was employed by this 
wholesaler in the capacity of a 
salesman and that in passing 
through our town had had an 
automobile accident. As a re- 
sult, he needed $10.00 to send 
his wife and daughter on to 
Decatur on the train. Our man 
who was in charge must have 
had a weak moment and took 
the man, wife and daughter to 
the nearest railroad station after 
loaning the money. 

“After not hearing from the 
man for several days I merely 
wrote this wholesaler asking if 
they had in their employ a man 
by the name as given, not men- 
tioning why we desired this in- 
formation. Their reply is self- 
explanatory.” 

The reply certainly is self-ex- 
planatory. From this reply we 
quote: 

“In reply to your letter of 
March 30, asking us with refer- 
ence to a Mr. being em- 
ployed by our company. We 
wish to advise you that we have 
no one by this name working 
for us. 

“We are just wondering if 
someone giving this name has 
borrowed some money from 
you, stating that he was with our 
company. There has been a 
gentleman working the Chicago 
district on this kind of a story 
for a good many years, usually 
having an automobile accident 
and his wife and daughter in 
the hospital, and borrowing 
from $5.00 to $20.00 to be re- 
turned as soon as he arrives 
home. We hope’ that this does 
not describe your case, how- 
ever.” 





This same story is told, year 
after year, with little variation ex- 
cept in the names given. There are 
many confidence men, telling a 
plausible story. But if you don’t 
know them don’t cash their checks 
or loan them money, without 
checking by phone or by wire with 
their alleged business connections. 
No honest man objects to a credit 
inquiry such as he himself would 
pursue if the situation were re- 
versed. Don’t Cash Checks for 
Strangers! 




















By ADON H. BROWNELL 


Chapter 50—Advanced Course 


Federal Specifications 


HE use of Federal Specifi- 
cation numbers has increas- 
ed to a decided degree 
during the past few years and the 
modern builders’ hardware en- 
gineer should be thoroughly fa- 
miliar with them in every possible 
way. With this thought in mind, 
we have considered it advisable to 
include this chapter on the subject 
in the Advanced Course. 

The following Federal Specifica- 
tions are now available on build- 
ers’ hardware and we have listed 
them by number, date and price at 
which they may be obtained: 

F.F-H.—106, June 6, 1933, 5 
cents. 

F.F-H.—111, Sept. 5, 1933, 10 
cents. 

F.F-H.—116A, Feb. 10, 1937, 
10 cents. 

F.F-H.—121A, April 12, 1937, 
2 cents. 

F.F-H.—136, Oct. 29, 1936, 5 
cents. 

F.F-P.—101A, June 6, 1933, 5 


cents. 


No builders’ hardware engineer 
can possibly figure any job using 
Federal Specification numbers 
without a copy of these specifica- 
tions. They may be obtained from 
the Superintendent of Documents, 
Washington, D. C., by listing the 
numbers and dates and enclosing 
the necessary money as indicated. 

As revisions occur from time to 
time, it would be well even if you 
have copies at present to check the 
dates against those given above. 
These are the latest issued and I 
am advised by I. J. Fairchild. 


+4 


chief of the Division of Trade 
Standards, that it seems doubtful 
if any new hardware specifications 
or any revisions of existing ones 
will be completed during the cur- 
rent year. 

Specification FF-H-106, dated 
June 6, 1933, has one amendment 
shown as Amendment 1, dated 
November, 1934. This is included 
in the price of the original. It 
covers the specifications of: Fin- 
ishes, mortise locks, night latches, 
tubular locks, cylindrical locks, 
unit locks, knobs, lever handles, 
escutcheons, roses, key plates, en- 
trance door handles, cupboard 
locks, and fire exit devices. 


The Specifications 


Specification FF-H-111, dated 
Sept. 5, 1933, has,one amendment 
shown as Amendment 1, dated 
January, 1935. This is also in- 
cluded in the price of the original. 
It covers the specifications of shelf 
and miscellaneous builders’ hard- 
ware such as: Casement adjusters, 
push bars, cloths bars, bolts of all 
kinds, except fire exit bolts, 
brackets, catches and turns, pivots. 
chains, casement and sash fasten- 
ers, door molders, hooks, latches, 
lifters (transom), sash lifts, letter 
box plates, pulleys, sash poles— 
hooks —hangers, door pulls, 
drawer pulls, door stops, window 
stop adjusters, hasps, sash and 
scuttle operators, hooks and eyes, 
shutter (blind) hardware and 
screen hardware. 

Specification FF-H-116A, dated 
Feb. 10, 1937 has no amendment 





and covers hinges of all kinds 
(except lavatory). They include 
the following: Full mortise butt 
hinges, full surface hinges, half 
surface hinges, garage hinges, 
scuttle hinges, spring hinges and 
strap and tee hinges. 

Specification FF-H-121A, dated 
April 12, 1937 (no amendments) 
covers door closers of all types in- 
cluding surface door closers, 
screen door closers and floor 
hinges (checking). 

Specification FF-H-136, dated 
October 29, 1936 (no amend- 
ments) covers lavatory partitions 
and inclosures hardware as fol- 
lows: Partition fittings, lavatory 
hinges, lavatory bolts, lavatory 
strikes, lavatory hooks and fasten- 
ings for lavatory hardware. 

Specification FF-P-101A, dated 
June 6, 1933, has one amendment 
shown as Amendment 2, dated 
August, 1936, superseding Amend- 
ment 1, dated January 1934, and 
covers in general the specification 
of padlocks. 

A number of the manufacturers 
have compiled a list showing their 
own comparative number to that 
number given in the Federal 
Specifications which they may fur- 
nish you if you are figuring such 
work. 

I strongly recommend that hav- 
ing obtained your copies of Fed- 
eral Specifications that you en- 
deavor to get your main sources 
of supply to give you their com- 
parative number. Write it right 
in your Federal Specifications op- 
posite the Federal number. 
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While this will entail consider- 
able work, in the long run, it will 
save you many hours of time if 
you are figuring this type of busi- 
ness. 

In concluding this brief discus- 
sion of Federal Specifications, I 
know of no better ending than to 
quote from the article on “The 
Government Specification for 
Builders’ Hardware” which was 
prepared for the National Associ- 
ation of Purchasing Agents by 
I. J. Fairchild, secretary of the 
Builders’ Hardware Committee of 
the Federal Specifications Board.* 
The foreword, scope and purpose 
according to Mr. Fairchild are as 
follows: 

Foreword 

“The Federal Specification for 
Builders’ Hardware FF-H-101 may 
be considered somewhat apart 
from the usual run of Government 





* Publication approved by the Direc- 
tor of the Bureau of Standards of the 
U. S. Department of Commerce. 

** Also Secretary of Manufacturers 
Advisory Committee on Standardization 
of Builders’ Hardware. 
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specifications: first, because it 
covers a multitude of articles and 
devices of a widely different char- 
acter; second, for a given purpose, 
there is an astonishing variety of 
constructions and metals used; 
and third, because there was com- 
paratively little background or 
experience in the specification 
method of procurement of build- 
ers’ hardware prior to the pro- 
mulgation of this specification in 
its original form. 

“It is believed that many pur- 
chasers of builders’ hardware will 
be interested, not so much in the 
history of the development of this 
specification as in the underlying 
principles governing its prepara- 
tion, the more important criteria 
by which the leading items may be 
judged and the essential points to 
be checked by inspectors. 

“The subject of builders’ hard- 
ware presents a tangled maze of 
detail which is likely to baffle or 
discourage most novices. How- 
ever, in spite of the dearth of 
books on the subject, it is pos- 
sible, by steering clear of many 





non-essentials, for one to grasp the 
more indispensable elements in a 
brief study of the subject. It is a 
field in which a little real knowl- 
edge is richly rewarded in terms 
of superior service which normally 
accompanies a suitable selection of 
materials and devices for the 
duties required of them. 


I. Purpose 


“The chief purpose of the Fed- 
eral Specification for builders’ 
hardware is to unify and stand- 
ardize the purchase requirements 
for such items of builders’ hard- 
ware as are in regular demand by 
two or more departments or estab- 
lishments of the Federal Govern- 
ment, and, as far as practicable, 
to confine such purchases to items 
regularly available in open compe- 
tition on the hardware market. 


II. Scope 
“The term, ‘builders’ hardware,’ 
may be said to cover mechanical 
devices for supporting, guarding. 
operating, controlling or securing 
the various movable parts of a 
(Continued on page 136) 
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The Federal Specifications booklets now available on builders’ hardware. 
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Spotlight /une Wedding 























and Vacation Goods Now! 


LANS for merchandising 
Petrie the latter part of 

May and first part of June 
should be developed and ready for 
use now. Merchandise suitable 
for wedding gifts and items for 
vacation time should be spot- 
lighted soon. 

A suggested display is shown on 
this page made up of gifts for 
the June bride. Electrical appli- 
ances, carving sets, and kitchen 
cutlery are arranged on the left 
side. Popular selling, every day 
aluminumware, and enamelware 
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items are shown on the right. 
Oven glassware, baking china, and 
japanned ware merchandise is fea- 
tured in the center section. Smaller 
housewares like cake decorating 
sets, cookie cutters, and kitchen 
utensils are grouped in the front 
on the floor. 

To provide the proper setting 
for the display, corrugated board 
panels are placed in the front of 
the low window background. These 
panels should be light blue in 
color. The lettering on the center 
panel and the strips between the 





panels covering the permanent 
background should be dark blue. 
The letters can be cut out of the 
corrugated board by following the 
outlines on the back of the mate- 
rial. Pictures of the brides cut 
from the pages of some women’s 
magazine or manufacturer’s dis- 
play material may be used on side 
panels. 

Both HarpDWARE AGE _inter- 
changeable fixtures and corrugated 
board pedestals are used in the 
back of the window to build up 
the display. The pedestals are 
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‘made by cutting corrugated board 
the height desired, rolling it into a 
tube and fastening top and bottom 
with a cap made for this purpose. 
Pedestals of various sizes and 
colors can be easily made in this 
manner. 

Table displays of this merchan- 
dise should also be made in the 
store. Mass displays of several 
popular selling glass ovenware 
items and small electrical appli- 
ances can be featured. Another 
table should be used for enamel- 
ware and aluminumware items. 
The regular displays of kitchen 
cutlery and steak sets should be 
reorganized and made more attrac- 
tive. Sets of kitchen cutlery could 
be emphasized in the display at 
this time. Small pedestals con- 
structed from colored corrugated 
board will improve the display of 
this type of merchandise on tables. 

Sporting goods for the vacation 
period should be displayed in 
another window ai this time. A 
suggested arrangement of voll, 
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tennis, camping, fishing, and _pic- 
nic goods are shown on this page. 
Popular-priced golf balls, fishing 
reels, and line should be featured 
in the front of the window. Vari- 
ous fishing tackle items are shown 
on the right, while golf goods 
are at the left. The center of the 
window is used for camping 
items, tennis, and picnic goods. 

A single panel constructed of 
dark green cr emerald green cor- 
rugated board makes the center 
background for the display and 
white cut-out letters are fastened 
to it with pins or glue. Unless the 
regular background is of light 
color, it should be covered with a 
light green shade of corrugated 
board. Grass mats, if available, 
will add greatly to the appearance 
of the display. Corrugated board 
columns in the corners matching 
the panel complete the _ back- 
ground. 

Four-step HARDWARE AGE in- 
terchangeable window display fix- 
tures are used on each side. A 











wooden strip fastened to the front 
of the units serves as a support 
for the golf clubs and fishing rods. 
Flat plateaus and round end sec- 
tions make up the center. 

At least one table in the store 
should be devoted to a display of 
camping and picnic items. Mass 
displays of vacuum jugs, bottles, 
and inexpensive tackle boxes 
should be featured on the ends. 
Step up display units could be 
used for this type of merchandise. 

The section around the wrap- 
ping counter has probably the 
most customer traffic in the aver- 
age hardware store. Therefore, it 
is an ideal spot to try for addi- 
tional sales through the use of 
mass display selling. During this 
month arrange attractive mass dis- 
plays of consumption items, such 
as floor wax and wallpaper cleaner, 
and let the items suggest them- 
selves to customers while in the 
store. Many extra sales will fol- 
low if you try this. 


























“Sometimes I Set avd Think 


But Mostly I Just Set” 


thing I have preached and 

preached, in season and out 
of season, to the retail hardware 
trade, but I am becoming dis- 
couraged. That thing I have 
preached is that the retailer 
shouldn’t just sit and expect busi- 
ness to come to him. He should 
get out and look for business. 
Now, I am discouraged because 
last night, at my home in Larch- 
mont, N. Y., a friend told me the 
following true story. 

This man has a business in New 
York. For a number of years he 
has lived in a New York apart- 
ment. He and his wife decided 
they would make a home for them- 
selves out in the country. They 
had an urge to stop paying rent 
to someone else, to own their own 
place and to spend their week ends 
cultivating flowers and raising 
vegetables. She was to take care of 
the flowers while he was to be 
gardener-in-chief. 

Now all of this, of course, is 
very commonplace. Hundreds and 
thousands of people in this coun- 
try today have come to the same 
conclusion. Aided by rapid and 
cheap transportation they are mov- 
ing out of the cities into the coun- 
try. This is not a local movement. 
It is almost universal. In New 
York, for instance, in the central 
residential part of the city, where 
people formerly lived in thou- 
sands, there has been a great de- 
crease in population. In whole 
sections of this city, old apart- 
ment houses are vacant. They are 
falling into ruin. 

This condition is true of almost 
every large city in the country. 
The central part of some cities in 
the west with which I am familiar 


i all these years there is one 
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where people formerly had nice 


homes, are not even tenements. 


They are worse than that. These 
old buildings are empty. Of 
course the downtown parts of 
these cities have shops, stores and 
office buildings. These sections on 
the surface seem prosperous. But 
between these parts of the city 
and the country, there is a Sahara- 
like desert with buildings and 
property going to ruin. This, of 
course, is hard on the land owners, 
but it means the pursuit of happi- 
ness in clean air and country sur- 
roundings for the city worker and 
his family. 


An Interesting Experience 


So this friend of mine told me 
that last fall he and his wife spent 
their week ends driving in their 
car in the southern part of Con- 
necticut. They were looking for 
a place on the edge of a town, not 
too far from the railroad station, 
where they would be practically 
in the country without being too 
remote from everything. They 
found this place just outside of a 
town, just beyond the Connecticut 
line. They selected Connecticut 
because taxes are lower there than 
in New York. 

This couple bought a place of 
several acres with an old-fashioned 
farm house about 100 years old. 
The former tenants had moved out 
and so our young friends first 
called in an architect to remodel 
the old building. He submitted 
his plans and they were accepted. 
Then the architect found a con- 
tractor to do the job. The con- 
tractor’s bid was submitted and 
accepted. In the meantime these 





people from the city went out to 
their new place every week, 
watched the work in progress and 
did their part to start cleaning up 
the grounds. In the clear country 
air it was fine to rake up the 
leaves. But this took a rake. When 
they went out there from the city 
apartment they actually had 
nothing in the way of garden tools 
or any other kind of tools. When 
they settled down to work they 
found everything seemed to re- 
quire a tool. They needed an axe, 
a hatchet, a shovel, a spade, and 
new locks and other builders’ 
hardware for the doors and win- 
dows. 

The first thing they bought and 
installed was an electric refrigera- 
tor. The next thing was a modern 
and up-to-date gas range. Now 
they have decided to heat the 
house with oil and in order to 
save all the time and trouble next 
fall, they have given orders to in- 
stall this oil-burning equipment 
now. They needed and are buying 
flower seed and grass seed. They 
have purchased books on garden- 
ing and propose to make experi- 
ments in improving the character 
of the soil. This means fertilizer 
and all that. They happen to have 
their own chauffeur and so the 
lady of the house is going out 
with him from New York several 
times a week and she and the 
chauffeur, who is a real handyman 
are mixing paints, arranging 
colors and doing the painting 
themselves. There are many other 
items I might cover, but roughly 
I outline what this couple have 
been doing. They are still work- 
ing at it. 

Imagine my surprise last night, 

(Continued on page 124) 
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HARDWARE 
MEN'S HOBBIES 
























“All work and no play makes Jack a dull boy” 
to The man at the “mike” is John W. Valentine, 
k, Boulder, Colo., hardwareman who finds much 
4 & pleasure in serving as toastmaster. Mr. Val- 
; entine is shown making announcements to a 
ip ts large crowd attending last year's World 
‘y ¥ Championship Rock Drilling contest at Boul- 
> der. The contest held each summer, is a fea- 
1€ oe ture of the annual Pay Dirt Pow Wow. Mr. 
n Valentine is celebrated for the western humor 
ry which he has shown while presiding annually 
at the famous Sowbelly dinner held each year 
d in Denver by the Colorado Mining Associa- 
Is tion. Mr. Valentine is a past president of the 
= Mountain States Hardware and Implement 
Association, Boulder Rotary Club, Chamber 
: of Commerce and many other organizations 
e- 
e, 
d 
s” 
n- 
Carl Brandtner, electrical goods buyer, Hall i 
d Hardware Co., Minneapolis, Minn., is a real ; 
a- disciple of Izaak Walton, and particularly i 
- enjoys going after real game fish. Here he is ' 
” with a 28 lb. “muskie” he pulled in at Park i 
Ww Rapids, Minn., during a contest. He not only 
1e had a lot of healthy sport landing this whop- i 
per but also got first prize for his catch. The t 
lo same day he brought in a trout weighing ; 
xt between five and six lbs ' 
n- i 
nt 
1g 
D- 
: | 
er 
er 
ve B 
re hs Boating and fishing are the main hobbies of 
t ; several of those connected with Alleghany 
. # Hardware Co., Inc., Covington, Va. Instead 
al 5 of building boats for their trips at their ' 
re : homes, they took the necessary materials up : 
% into the Alleghany mountains and built them 
an ] right on the spot. With the two light weight 
ig craft they built these Alleghany men fish and 
1g make long trips. The four boating fans pic- 
tured here are: R. S. Tucker, salesman; W. L. 
er ise Clarke, assistant manager, young Dabney 
ly Murrill and his dad J. D. Murrill. Mr. Murrill 
ve is manager and part owner of the Alleghany 
k Hardware Co., Inc. 
a HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
tt, 4 ALL ARE WELCOME — DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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The Story 


The Pontalba Apartments 
in the French Quarter of 
New Orleans are said to 
be the first apartment 
houses built in America. 


of the 


Forty-ninth annual convention of Southern Hard 
ware Jobbers’ Association held jointly with the 
seventy-eighth semi-annual convention of the 
American Hardware Manufacturers’ Association 
at Hotel Roosevelt, New Orleans, La., April 17 to 
20, 1939. Attendance approximately 1100. Presi- 
dent A. C. Rankin and all other officers of South- 
ern group reelected to serve another year. Jobbers’ 
sessions concentrated on problems pertinent to 
greater distribution efficiency and economies with 
due consideration to increasing tax burdens and 
trend of legislation effecting business operations, 
particularly hours and wages laws. Manufacturers 
discussions centered on economic and social trends, 
taxation and legislation. 


PPROXIMATELY 1,100 
delegates and ladies at- 
tended the 49th annual con- 

vention of the Southern Hard- 
ware Jobbers’ Association held 
jointly with the 78th semi-an- 
nual convention of the Ameri- 
can Hardware Manufacturers’ 





50 


Association at the Roosevelt 
Hotel, New Orleans, La., April 
17 to 20, 1939. This attendance 
compares favorably with the 
largest Southern convention at- 
tendance of 1,200 at Memphis 
last year when it is realized that 
registration shows more than 






















New Orleans Convention 


100 fewer ladies present at New 
Orleans. There was a marked in- 
crease in individual jobbing firms 
represented and a few more 
manufacturers were _ present, 
although in both groups there 
were some decreases in the num- 
ber of representatives from the 
same firm. Sessions were well 
attended and the program suf- 
ficiently varied to maintain in- 
terest. 

With traditional New Orleans 
hospitality ample social diver- 
sion was provided with enter- 
tainment features, golf, bridge, 
etc., for both delegates and their 
ladies. 

The Jobbers reelected Presi- 
dent A. C. Rankin, Teague Hard- 
ware Co., Montgomery, Ala., and 
their other officers as indicated 
in detail elsewhere in this issue. 
The manufacturers hold their 
elections at the October conven- 
tions. 
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The convention got under way, 
Officially, Monday night, with 
President Rankin of the South- 
ern Association presiding. He 
welcomed the convention to New 
Orleans, expressed particular 
pleasure at the large number of 
ladies present and said in part: 

“During the last few years we 
have been beset with many prob- 
lems—social, political and eco- 
nomic. At times there has even 
been the shadow of war to 
darken our usual optimism. Yet, 
despite the fears that we may 
have had, despite the storms that 
have ranged upon the sea of 
business, this particular group 
of jobbers and manufacturers 
have managed to pilot their ships 
safely into port. And for the 
most of us the past year has 
probably been a reasonably sat- 
isfactory one. 

“We cannot see very clearly, 
what’s ahead of us for the com- 
ing year. Given some reason- 
able degree of stability in inter- 
national relations, it seems that 
we might anticipate further sub- 
stantial progress in business re- 
covery. For, fundamentally, we 
have strengthened our business 
structure. 

“In a general way there are 
no excessive inventories today. 
While prices are just about as 
low as the present level of wages 
and other expenses will permit. 
In other words, any speculative 
or inflationary excesses which 
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The old Absinthe House—a Louisiana landmark for generations. 


may have been in evidence a year 
or two ago, are now pretty well 
washed out. And perhaps of still 
greater significance, we seem 
from the national viewpoint to 
have come to a turn in the road 
and are now traveling along a 
more conservative path. 

“But there are fogs uncer- 
tainty which still press down 
around us. Problems of the com- 
ing year will continue to need 
our united effort, and may re- 
quire even closer cooperation 
than in the past. Because of the 
unusual conditions which pre- 





A typical court yard in the French Quarter of New Orleans. 





vail, because of the rapid 
changes in business and the 
many new problems which face 
us, there is a very definite need 
of today for business men in 
the same line of trade to work 
closely together sharing their 
ideas and experiences and de- 
veloping the spirit of team- 
work.” 

Responding on behalf of the 
Manufacturers’ Association, of 
which he is president, H. B. Wil- 
son, Mathias Klein & Sons, Chi- 
cago, Ill., assured the convention 
that the manufacturers wel- 
comed the opportunity of annual 
joint conventions with the South- 
ern jobbers and said in part: 

“A visit to New Orleans offers 
unfailing interest to those at- 
tending ,-our conventions here. 
Every time we come we find 
something new, be it historical 
(and what American city offers 
more historically), be it scenic 
or be it entertaining. Only keep 
a weather eye on the gastro- 
nomic temptations. In this last 
at least the advice is from per- 
sonal experience. 

“Mr. Rankin touched upon the 
stability of the hardware indus- 
try. We are indeed blessed in 
that regard. He likened our busi- 
nesses to ships, but I’d prefer to 
go a step further and liken the 
industry to a navy. Each of us, 
it’s true, is responsible for his 
particular ship but all of us, too, 
interested in the fitness of that 
navy and all working to get 
every ship safely to port. 

“It seems that the old, old in- 
surance, ‘hard-work’ is still the 
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Atlantic City Chosen for Fall Convention 
Week of Oct. 16, 1939 


The annual fall joint convention of the National 
Wholesale Hardware Association and the American 
Hardware Manufacturers’ Association will be held in 
Atlantic City, N. J., October 16 to 19, 1939, with head- 
quarters at the Marlborough-Blenheim Hotel. This was 
announced following a joint meeting of the executive 
committees of these two bodies coincident with the 


New Orleans convention. 





best bet. This reminds me of 
an old seafaring story that won’t 
take long in the telling and I 
think it provides a lot of com- 
mon sense advice, particularly 
while the present stormy condi- 
tions beset us. 

“There were two brothers— 
one a sea captain, the other a 
minister. The minister visited 
the captain on one occasion and 
was so much interested in the 
captain’s pet parrot that on his 
return from his next voyage the 
seaman brought back a similar 
bird and sent it to his brother. 
As the story goes, the minister’s 
bird became increasingly sancti- 
monious while the captain’s pet 
became increasingly proficient in 
the use of strong language. 

“In the course of time the 
minister received a call on mis- 
sionary duty. It was impossible 
to take his parrot along but he 
conceived the plan to send the 
bird to brother captain for care 


OFFICERS AND DIRECTORS OF S.H.J.A. 





Left to right, standing: Leslie Stratton, Stratton-Warren Hardware Co., 


in the meantime. So we come to 
the two parrots each in a cage 
hanging in the captain’s cabin. 
Everything went along beauti- 
fully ’till the ship sailed into a 
terrific storm. The crew rushed 
to quarters. The cages swung 
every which way. In a lull the 
minister’s parrot screeched, ‘Let 
us pray.’ Calls the captain’s 
bird, ‘Man the pumps and work 
like hell or we’ll all go down.’ 

“Well, that illustrates two 
kinds of mind—I think the point 
is obvious, ‘Heaven helps them 
who help themselves.’ Possibly 
we have all gotten a little too 
much into the habit of calling 
for help instead of helping our- 
selves. For one I’ll plead guilty 
to this. 

“This stability, this ‘don’t 
rock the boat’ policy, this sturdi- 
ness, found in hardware people 
in all three branches of the in- 
dustry is, I think, its greatest 
asset. We have fewer fly-by- 


night, witless individuals to in- 
vite panic than perhaps most 
any other trade. Which all comes 
about because in great part we 
are producers or distributors of 
essential goods. We are largely 
free of the dangers of style 
changes so ruinous to some less 
fortunate groups. 

“The ‘fogs of uncertainty’ are 
less to be dreaded because of ail 
this; our Hardware Armada is 
made up of staunch craft. They’ll 
weather today’s ‘blow’ as they 
have others in the past, even 
though we have to ‘man the 
pumps’ and it won’t hurt us to 
‘work like hell.’ 

“Last, but not least, we re- 
member those friendships that 
have grown out of years of 
mutual sympathy and_ under- 
standing. They truly are the 
cement that binds us all together. 
May they increase and grow 
ever stronger. 

“It is a real pleasure to greet 
you all. May our meetings be 
well attended and may we all 
gain from our present visit to 
New Orleans; taking some new 
thought or other back with us 
that may encourage or help us 
to steer our particular ship with 
greater confidence to a happy 
landing.” 
$< 


THE MAJOR CONVENTION 
ADDRESSES, PRACTICALLY 
IN FULL, ARE PRESENTED 
IN THE PAGES IMMEDI- 
ATELY FOLLOWING. 





Memphis, Tenn.; Walter M. 


Bonham, C. M. McClung & Co., Knoxville, Tenn., and Mark Lyons, McGowin-Lyons Hardware & Supply 


Co., Mobile, Ala., of the advisory board. W. 


A. Parker, Beck & Gregg Hardware Co., Atlanta Ga., and C. S. 


Roberts, Roberts, Sanford & Taylor Co. Sherman, Texas, retiring members of the executive committee, and 
Fred M. Smith, Monroe Hardware Co., Monroe, N. C. Seated: C. R. Watkins, Watkins-Cottrell Co., Rich- 
mond, Va., executive committee; H. B. Horsey, Sharp-Horsey Co., Atlanta, Ga., treasurer; H. J. Allison, 


Glasgow-Allison Co., Charlotte, N. C., vice-president; A. C 


Rankin, Teague Hardware Co., Montgomery, 


Ala., president; Robert H. Baker, Fones Bros. Hardware Co., Little Rock, Ark., advisory board; T. W. Mc- 
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Allister, Atlanta, Ga., secretary, and Frank L. Hereford, Murray-Brooks Hardware Co., Ltd., Lake Charles, La. 
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Increased Costs Require 


More Efficient Operations 





A. C. Rankin, general manager, Teague Hardware Co., Montgomery, Ala., 
in his annual address as president, Southern Hardware Jobbers’ Association, 
calls for continued and increasing participation in the organization’s pro- 
gram for improving wholesale hardware distribution in the South. Re- 
ports fairly satisfactory 1938 business year but foresees increased operating 
costs due to hours-wages legislation which he says requires more efficient 
operations as extra costs are not within the control of business executives. 





S associations go, this is of 
necessity a relatively small 
organization — small, that 

is, merely from the standpoint 
of number of members. For the 
most part, the work of rebuild- 
ing the membership has been 
pretty well accomplished. It does 
not seem there is much more to 
be done in that respect in the 
years immediately ahead. But 
we believe there is much more 
that might be done to promote 
the interests of the members and 
to assist in fortifying the posi- 
tion of the hardware craft in 
general—if we may have the ac- 
tive cooperation of the rank and 
file of the membership. 

So let me again emphasize the 
fact that this association is only 
going to be what we, individual- 
ly, help to make it. If we want it 
to grow and to expand in 
strength and influence and in 
usefulness to the members, let’s 
every one take some part in all 
our association activities. And 
let’s be on the alert to suggest 
to our association officials, any 
new activities which we individ- 
ually may feel that this organ- 
ization might undertake. 

In our individual affairs, this 
last year seems to have been a 
period of fairly satisfactory op- 
erations for the most of us. We 
have had some new problems fac- 
ing us, of course—chief of 
which, perhaps, has been the ap- 
parent necessity for most if not 
all of us to make our operations 
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conform to the requirements of 
the Federal wage-and-hour law. 
But in common with much new 
legislation of recent years, the 
wage-and-hour law has_ been 





A. C. RANKIN 


most troublesome to many con- 
cerns not because of its specific 
requirements but because of its 
uncertainties. 

Apparently, we face a period 
of continued increase in operat- 
ing expenses. The tendency is 
for constant increase in our tax 
burden. Under the wage-and- 
hour law our maximum work 
week is cut down to 42 hours 
after next Oct. 23, and to 40 
hours a week thereafter—along 
with an increase in the minimum 


wage. This, also will add to our 
operating expenses. 

Since now there are certain of 
these expenses over which we in- 
dividually have little control, and 
since likewise we have little con- 
trol over our profit margins, our 
problem of making a satisfactory 
net may become a more difficult 
one, year by year. In any event, 
the situation seems to call for 
careful attention to the develop- 
ment of utmost economy and effi- 
ciency in our operations. 

It has been a pleasure and a 
privilege to serve as president of 
the Southern Hardware Jobbers’ 
Association during the last year. 
It could not be otherwise, con- 
sidering the high type of mem- 
bership in this organization. And 
I want to express my very keen 
appreciation of the splendid co- 
operation I have received during 
the last year, from the other 
officers of the association, from 
the members of the executive 
committee and the advisory 
board, from our secretary and 
from the membership in general. 

I may say, in all sincerity, that 
in no business or profession will 
it be possible to find men of 
greater ability or integrity than 
in the hardware jobbing busi- 
ness of our Southland. And in 
the character of the membership 
of our association is the assur- 
ance that this organization will 
enter its next half-century fac- 
ing a period of still greater ac- 
complishments. 
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The Increasing ‘Tax Burden 





H. B. Wilson, general manager, Mathias Klein & Sons, Chicago, IIL, in 
his address as president, American Hardware Manufacturers Association, 
tells that group’s Tuesday session that increasing tax burden may offset 
improved business and bring another era of “Profitless Prosperity.” Says 
payroll taxation may encourage further unemployment setting up a “back- 
fire” against its intended purposes. Hopes for less governmental interfer- 
ence and competition with private business and estimates current year’s 
sales volume as approximately 1o per cent ahead of 1938. 





H. B. WILSON 


HE increasing burden of 
"IL onilen makes many feel 

that even though the busi- 
ness volume should show a mea- 
surable recovery, that the net 
profit rate may be so depressed 
as to lead us once again into a 
period of profitless prosperity. 
Standing out like a sore thumb 
among the tax army we are bat- 
tling are the pay roll taxes for 
Social Security. 

The United States News in a 
recent edition published a picto- 
gram illustrating the rise in vol- 
ume of these particular levies. 
It gave the following figures: 

1937—1,245 Million dollars 

1939—1,550 “ 7 

1940—1,900 He = 

1949—2,800 “ 


or the staggering total of nearly- 


$3,000,000,000. 
From these taxes come the 
funds from which old-age and 


54 


unemployment insurance will be 
paid. They constitute a direct 
and unescapable increase in pro- 
duction cost to every employer 
who pays them. 

Fortunately the White House 
and Treasury Department appear 
to have realized the dangerous 
implication of this particular 
load at this particular time, and 
alternate suggestions have been 
made to Congress to slow down 
the rate of increase; tempo- 
rarily, at least. 

This offers a mite of encour- 
agement which, however, is 
scarcely justified by an estimate 
recently announced by Treasury 
experts that ultimately a payroll 
tax of 6 per cent will be needed 
to provide for old-age insurance 
for some 30,000, workers. To 
this must be added another 3 
per cent for unemployment bene- 
fits, and we find ourselves .up 
against a total payroll tax antic- 
ipation of perhaps 10 per cent. 


Benefits Working Class 


Now it seems to me that if 
these taxes are intended to bene- 
fit any one class, that class is 
the working class. If that is so 
it seems very clear that the ef- 
fect of the payroll taxes can 
never be 100 per cent beneficial, 
for if there is one thing likely to 
induce employers to replace men 
by machines, it is the knowledge 
that for every extra hand em- 
ployed the tax load is increased. 

Under competitive conditions 
it follows that if Employer A can 
displace 10 men with one ma- 


chine then Employers B, C, D are 
forced to do the same if they 
want to maintain their sales vol- 
ume on a competitive price 
basis. It looks like another 
“backfire” setup. 

Few will dispute the humani- 
tarian soundness of old age and 
unemployment insurance—but a 
little straight thinking will soon 
show the unsoundness of apply- 
ing the necessary levies on the 
payroll. As it is we are inviting 
an increase of unemployment it- 
self. The funds should be raised 
some other way. 

Another unavoidable effect on 
these taxes if continued on the 
present plan is the repressive 
reaction on business. The build- 
ing up of huge reserve pools 
means the taking out of more 
purchasing power from the na- 
tion than is being put back by 
benefit payments. Money is 
sterilized. 

To educate the people to the 
danger of continuance of un- 
checked taxation a well planned 
crusade is under way, under the 
auspices of the National Manu- 
facturers’ Association. Good 
speakers are available to address 
clubs, employee’s meetings, etc. 
Literature is being distributed 
and before long the slogan “Less 
Taxes— More Jobs” will be 
spread on some 26,000 outdoor 
billboards estimated to reach 
some 72,000,000 people daily. Let 
us hope the results hoped for 
may follow: 

Some years ago Doctor Faubel 
made an outstanding talk at our 
Atlantic City convention. In 
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speaking of taxes he might have 
said: “You ain’t seen anything 
yet.” What he did say was that 
he believed one of the next “rab- 
bits out of the hat” would be a 
manufacturers sales tax. Well, 
we haven’t seen it yet but per- 
haps if we could lump our taxes 
into one such tax, that would in 
itself be some relief because it 
would eliminate the harassing 
record keeping that we are 
loaded with today. 

What is the present outlook? 
For my part I refuse to proph- 
esy, but in the domestic picture 
there may be some rays of en- 
couragement if we search for 
them. 

First, the sales in the hard- 
ware trade this year are certain- 
ly some improvement over 1938. 
Talks with many fellow manu- 
facturers and numbers of job- 
bers make it seem likely that on 
a rough estimate the hardware 
industry as a whole is possibly 
10 per cent ahead of a year ago. 
Some, of course, make a better 
showing, some not so good. One 
thing is certain—as I said be- 
fore—there are not many of us 
that could be called “happy” 
with things as they are. 

Then there is some encourage- 
ment (if not much faith) in the 
Administration’s recently an- 
nounced “appeasement policy.” 
We all hope it may prove real and 
not just another “breathing 
spell.” 

Then, many economists are re- 
lieved at the reported decision of 
the President that it is not nec- 
essary to accumulate the huge 
reserve funds originally con- 





Central States Hardware Club 
Held Dinner at Arnaud’s 


About 75 members and guests attended the Sunday 
night dinner, April 16, 1939, of the Central States 
Hardware Club held at Arnaud’s Restaurant, New 
Orleans, La. A typical Arnaud’s dinner was served 
followed by a floor show that was generally enjoyed. 
R. A. Sundvahl, Corbin Screw Corp. and Corbin Cabi- 
net Lock Co., and Will J. Feddery, HARDWARE AGE 
served as a special dinner and entertainment committee 
with Mr. Feddery, chairman of the club’s executive 
committee, acting as toastmaster. The club plans a 
similar dinner coincident with the fall convention at 


Atlantic City, N. J. 





templated for Social Security 
payments. At press conferences 
he suggested 21% billion to 3 bil- 
lion should be enough. Mr. Mor- 
ganthau thinks 4% billion by 
1955 would be enough. 

Contrast this with 47 billions 
by 1980 and at least the specter 
of about seven times as much 
money as is now in circulation 
largely neutralized in the fund 
(as the present law contem- 
plates) is eased a lot. We cannot 
yet see any sign of the Federal 
budget being brought into bal- 
ance. 

Turning our eyes to Europe 
we find little encouragement of 
any kind. Germany, rearmed, is 
dominating Central Europe with 
Italy and some of the lesser na- 
tions wanting to get their share 
of the grabs, but entirely un- 
able to keep pace with the irre- 
sistible “Fuehrer.” 

With the Spanish Civil War at 
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an end, no man knows what is 
in store for the Iberian Penin- 
sula. Everywhere threats, rest- 
lessness, discontent are abroad 
and the old, old “rule of force” 
again sends its challenge forth, 

“That he shall take who has 

the might 

And he shall keep who can.” 

In a war mad world we cannot 
sit idle—we must prepare; as we 
are—to defend our ideals even 
at the expense of more taxation. 
The Administration, the Con- 
gress and the country see eye to 
eye on this. It is reassuring to 
know that appropriations have 
been (and are being) made, and 
that the program for building up 
our Army, Navy and Air Force 
is already under way. 

Looking once again for a ray 
of encouragement, perhaps man- 
ufacturers may find at least a 
glow in the thought that the im- 
mensity of the job may lead Gov- 
ernment more and more out of 
competition with private indus- 
try. For years this Government 
competition has been resented 
bitterly. It would, indeed, be a 
real encouragement. to know it 
was at ebb. 

In conclusion there is just one 
factor which perhaps above all 
others indicates the unbeatable 
optimism of the American hard- 
ware industry. I refer, of course, 
to National Hardware Week 
which, this year, will start on 
May 6. The public will be made 
“hardware conscious” as never 
before. To those giving so gen- 
erously of their time and profits 
the hardware industry owes a 
debt of gratitude. Something of 
this kind has been needed to 
bring the three branches of the 
industry more closely together, 
to make us realize our mutual 
problems. 
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Relations With Employees 





Fred N. Hall, Montgomery & Crawford, Inc., Spartanburg, S. C., urges 
wholesalers to improve relations with employees and to give more thought 


and attention to training them for greater usefulness, for which better 
compensation is earned. Outlines his company’s program at Tuesday 


session. 





between employees and em- 

ployers is fundamental in 
the ultimate success of any 
business, regardless of what 
kind or how large. To this end, 
employee schools, or employee 
training courses, as well as bul- 
letins, manuals, sales meetings, 
and a bonus plan, are essential 
in promoting employee loyalty. 

Our company, and perhaps 
yours, had its origin as a very 
small retail hardware store in a 
country town, years ago. The 
manager and three or four men 
began merchandising hardware 
as all other merchants were ac- 
customed to do in those days. If 
he had an occasion to employ a 
new man, it is doubtful whether 
he took time to say any more 
than—“How much will you 
work for?”—“Will you actually 
work?”—and with these ques- 
tions answered satisfactorily, he 
said—“Take off your coat and 
get busy.” 

It would seem to us now that 
a greater percentage of men 
hired in this manner in those 
early days succeeded than we 
find in our experience today. 
That might not be true because 
of the greater ratio, the great 
number of people that we employ 
now compared to those early 
days. 

The business grew and pros- 
pered, but no one took time to 
determine why. Finally there 
came a day when the business 
seemed to be at a standstill and 
no one knew what to do. This 
was because conditions had not 
been accepted and the necessary 
changes made in the business. 
We had no thought then of im- 
proving relations with employ- 
ees or training them, but now 
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and for several years the story 
has been quite different. 

We have come to realize that 
human beings, our employees, 
are of more value than the capi- 
tal invested, than our buildings 


FRED N. HALL 


‘ 


or our merchandise. For that 
reason, we have studied our em- 
ployees, we have endeavored to 
train them, we have _ spent 
money as tuition for them to 
attend training school courses 
put on by experts. We have 
regularly issued bulletins and 
published a manual. We have 
changed the plan of compensa- 
tion. We have been more con- 
cerned over paying a person all 
he is worth. We have made it 
our business to see that sales- 
men shared proportionately in 
the profits on merchandise sold 
by them. All of this has devel- 
oped a better relationship be- 
tween employers and employees. 

We still have our mind on 
operating a successful business 
and showing a net profit. At the 
same time, we realize that the 


tax collector will get his share 
of any net profit. Then, too, this 
is an unselfish procedure. We 
cannot live in an enlightened 
world such as we have today 
without absorbing and applying 
certain fundamental, unselfish 
principles, such as we find in 
Dale Carnegie’s book, “How to 
Win Friends and Influence Peo- 
ple,” and in Vash Young’s book, 
“A Fortune to Share,” because 
it is the Galilean Way, the 
Golden Rule principle. We have 
been born again. 

The trend today in most lines 
of industry is toward the young 
educated man, trained in pres- 
ent day methods, as supervisors, 
managers or overseers. This is 
especially true in the textile in- 
dustry. Old superintendents 
who made money for many 
years are fast being replaced by 
college graduate textile engi- 
neers. 

We have several old employ- 
ees and with respect to these 
and others as we go along, we 
organized company service clubs 
—tTen, Fifteen, Twenty, Twenty- 
five, Thirty and Thirty-five Year 
Clubs, and had twenty-odd em- 
ployees eligible for membership. 
We expect to perpetuate this 
service club idea, holding an an- 
nual meeting in December of 
each year. Beginning with the 
oldest members and working 
down to the Ten-Year Club, we 
honor each group and hold our 
meeting, as we did last year, 
under the auspices of the Thirty- 
five Year Club. 

For these memberships we 
have given suitable and appro- 
priate emblems or gifts, properly 
engraved. We find that they 
are received with interest and 
appreciation and valued highly. 
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We have published a book of 
policies, because we really do 
have a platform, and aside from 
our regular weekly meetings, 
both with the wholesale people 
one night and the retail people 
another night, we have pub- 
lished a “Manual of Informa- 
tion” for employees. 

We are actually working with 
our people and they with us. In 
these social or business gather- 
ings, we have mixed and min- 
gled with that family spirit in 
such a cordial manner that it 
would be difficult for you to pick 
out the manager or the depart- 
ment head. Yet, we have little 
trouble getting instructions car- 


ried out to the letter. We are 
just trying to be human beings, 
doing things in a perfectly nat- 
ural way. 

We have many young people 
in our organization, some of 
them college graduates, and with 
due respect to the older men 
who have made the company, it 
is these young people that we 
expect to carry on the business 
during the years to come. And 
for that reason, we are spend- 
ing time and money to teach and 
train them in our way of doing 
things. 

In a recent magazine article 
entitled “Managers Murder 
Men,” the point was brought out 
that elderly managers, who had 
their selling experience many 
years ago, cannot train and de- 
velop young men in present day 
selling methods, unless they are 
wide-awake and very flexible, 
unless they are willing to find 
out first hand what the prob- 
lems are and deal with them ac- 
cordingly. 

This might be the reason why 
so many young superintendents 
are taking charge of our textile 
plants, and it might not be a bad 
idea for some of us jobbers to 
try out our younger salesmen in 
junior executive positions as 
soon as they appear to be quali- 
fied. 


Just as surely as we are hav- 
ing to sell our customers today 


“X-CHIEF-X” 


MARK LYONS 
McGowin-Lyons Hdwe. & 
Supply Co., Mobile, Ala. 

president, National 
Wholesale Hardware Ass’n. 
and “X-Chief-X” 

of the X Club 

as they wont to be sold, we are 
also having to handle or deal 
with our employees as_ they 
want to be dealt with. Misin- 
formation has caused lots of our 
trouble—those on the outside 
trying to dissatisfy our employ- 
ees with their positions. In our 
section we have had _ strife, 
bloodshed, and the loss of thou- 
sands upon top of thousands of 
dollars in wages and salaries on 
account of misinformation from 
the outside and not enough ef- 
fort put forth to give the cor- 
rect information from within. 








. Price New Chief X of “X Club” 


ea 


At the semi-annual dinner of the X Club, held at Galatoire’s Restaurant, New Orleans, La., April 17, 1939, 
George T. Price, The American Fork & Hoe Co., Cleveland, Ohio, a past president of the Old Guard, was 
chosen as Chief X. He succeeds Mark Lyons, McGowin-Lyons Hardware & Supply Co., Mobile, Ala., a past 
president of the Southern Hardware Jobbers’ Association and incumbent president of the National Hardware 


Association. 


dents of the Southern Hardware Jobbers’ Association, 


George H. Harper, National Enameling & Stamping Co., continues as historian. | 
National Wholesale Hardware Association, Texas 


Past presi- 


Hardware Jobbers’ Association, American Hardware Manufacturers’ Association and the Old Guard com- 
prise the membership of the X Club which holds two dinners yearly coincident with the spring and fall 
Manufacturers-Wholesalers conventions. Mr. Price is standing at the extreme left. 
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Problems, Responsibilities 
and Obligations 





Veach C. Redd, Cynthiana, Ky., retail hardware merchant and president, 
National Retail Hardware Association, brings to Wednesday joint session 
a retail viewpoint on the needs of the hardware industry and offers sug- 
gestions for manufacturers, wholesalers and retailers to work cooperatively 
for improvement in the distribution of hardware products under today’s in- 
creased competitive conditions. 





VEACH C. REDD 


NE of our most serious 

problems, it seems to me 

is the damaging propa- 
ganda that has been circulated 
in the past few years. In our 
retail and wholesale conventions 
we have continually stressed the 
fact that the cost of the distribu- 
tion of hardware through the 
manufacturer to wholesaler to 
retailer is far too high. 

We have insisted that the 
chain store, the mail order store 
and other forms of mass dis- 
tributing outlets are able to buy 
to better advantage, and that the 
retailer and the wholesaler are 
unable to compete with these out- 
lets. 

Is it any wonder that we are 
having today all this agitation 
about consumer - cooperatives? 
Is it any wonder that we are be- 
ing investigated and regulated 
by all kinds of new legislation, 


and is it any wonder that these 
other outlets, these mass distrib- 
utors, have capitalized on our 
own admission of our ineffi- 
ciency? 

I was in your convention jn 
Atlantic City last October. I did 
not see anybody in that conven- 
tion who looked as though he 
was on the verge of bankruptcy. 
I have been in several state con- 
ventions of hardware retailers in 
the past two years and have con- 
tacted hundreds of hardware re- 
tailers who are still in business, 
who still have a good credit rat- 
ing, and who are still making 
money from the operation of 
their stores. 


Isn’t it about time that we 
took a right about face, and told 
the world something about what 
kind of a job we really are 
doing? 

I do not have a comparison of 
sales by manufacturers for the 
years of 1937 and 1938, but the 
U. S. Department of Commerce 
report released early in March, 
shows that hardware wholesalers 
of the country had a sales drop 
for that period of something 
like 22 per cent. Independent 
hardware retailers had a decline 
of something like 10 to 12 per 
cent for the same period. All 
types of chain stores as a whole 
had a decline of only 5 per cent, 
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ask myself some questions like 
these: “Is our competitive posi- 
tion getting stronger or weak- 
er?” “Do our price classes fit the 
various needs of all our outlets?” 
“Can we simplify out line with- 
out losing too much business?” 
“Are our selling cost ratios more 
or less than they should be?” 
“Do we know definitely the con- 
ditions in the retail field that 
they may have a very vital bear- 
ing on our business?” “Can we, 
and do we, predict trends with 
reasonable certainty?” 

In spite of all that has been 
said in the past, and in spite of 
how we may feel about it, the 
wholesaler and retailer are in- 


ter-dependent. We cannot think 
of one without thinking of the 
other, because the majority of 
the hardware business is still be- 
ing done by that method. The 
balance of my discussion will be 
devoted to their mutual problems 
as I see them from the stand- 
point of a retailer. 

One of the most important of 
those joint problems, it seems to 
me, is a lack of a bond of con- 
fidence between wholesaler and 
retailer. In thousands of hard- 
ware stores today, the whole- 
saler and retailer are, or ought 
to be, partners in distribution. 

Consider for a moment how 
the chain store manager buys his 














while the two leading mail order 
concerns had a decline of only 
3% per cent. 

If the sales of manufacturers 
for the same period held up, the 
figures may indicate some very 
interesting trends. One other im- 
portant problem that concerns all 
of us is that we leave Mr. and 
Mrs. Consumer out of the pic- 
ture. 

Manufacturers make merchan- 
dise every year, sell it to the 
wholesaler, who in turn sells it 
to the retailer, thousands of 
dollars worth of it, that does not 
appeal to the consumer. 

When a new item goes into the 
market and does meet with con- 
sumer approval, immediate steps 
are taken by the manufacturer 
to better the item or reduce the 
price, by improved methods of 
manufacture in order that the 
item may move in larger quan- 
tities to the consumer. How 
much better it would be, and how 
much money might be saved to 
all branches of the trade, if 
more thought were given to con- 
sumer preference before the 
item is made. 

When the manufacturer stops 
making merchandise for the 
wholesaler; when the wholesaler 
stops buving merchandise for 
the retailer. and when the re- 
tailer stops buying merchandise 
to please his own fancy, and asks 
the question—“How will Mr. 
and Mrs. Consumer like it?” in- 
stead of the question—“Can I 
get a special price, or a special 
discount?” then we will have an 
economical system of distribu- 
tion. 

If I were a manufacturer to- 
day, I think I would frequently 
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merchandise. For him, buying is 
more or less a routine, and may 
be done in the evening after 
business hours from a checking 
list and the order sent to the 
central warehouse. He knows 
that the retail prices on that 
merchandise will be in line with 
his competition, and he knows 
that it has been selected with 
care, and will move off his coun- 
ters. ° 

Yet the hardware retailer 
knows that in his wholesaler’s 
catalog there are at least two 
sets of prices, and the whole- 
saler is forced to send a man to 
pick up virtually every order he 
gets. Part of this, of course, is 


the retailer’s fault. Until some- 
thing is done to correct this 
problem, both the retailer and 
the wholesaler are going to have 
a hard time. 

They are going to unnecessary 
expenses that ought not to be 
passed on to the consumer, and 
while they are having a hard 
time, it is going to be easier for 
the mass distributors. Some of 
the sales figures that I gave you 
a little while ago, may be a re- 
flection of some of these costs. 

There are hundreds of items 
in the wholesaler’s catalog on 
which the retail price has been 
established by the chains, items 
from standard manufacturers all 
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over the country, and items that 
are daily used in every home, on 
which the retailer cannot make 
a living margin. Too many 10 
cent sellers are priced at 90 
cents to $1.10 per dozen; and 
too many 25 cent items are 
priced at $2.25 to $2.50 per 
dozen, and so on down the line. 
Here again, is that lack of 
knowledge on consumer prefer- 
ence, and the prices they are will- 
ing to pay. Too many buyers 
buy only because they are paid 
to buy—instead of being live 
builders, buying what they 
KNOW will be good for the re- 
tailer and meet with consumer 
acceptance. 

The average wholesaler’s cata- 
log has too many price lines in 
most of the items which it offers 
for sale. Not so long since I 
saw a wholesaler’s catalog that 
listed 48 different kinds of elec- 
tric irons at retail prices rang- 
ing all the way from the dollar 
leader up to $8.95. 

The wholesaler owes it to the 
retailer to shorten his lines to 
the fast moving items in a great 
many of these departments, fast- 
moving items at prices the con- 
sumer is willing to pay, and save 
time and confusion for the re- 
tailer in buying, time that might 
be spent by both of them in prof- 
itable selling, to say nothing of 
the saving that would be made to 
the wholesaler in his investment, 
and the accumulation of slow 
movers that may be sooner or 
later offered as close-outs 

The wholesaler whose lines are 
not priced lined for the retailer 
cannot expect that retailer to 
compete with today’s price lined 
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stures. lf he does not du some- 
thing about it, he is failing to 
conserve his own market. 

The retailer cannot stay in 
business in the future simply by 
stocking up with merchandise 
and offering it for sale. Neither 
can the wholesaler. Yet that is 
exactly what both of them are 
doing. The wholesaler is buy- 
ing to a marked degree what h2 
thinks the retailer ought to have, 
and not what the retailer ought 
to buy from the standpoint of 
what his customers want. 

Hardware salesmen should be 
withdrawn from _ unprofitable 
territories. There is too much 
overlapping of salesmen and too 
much competition between them 
for the retailers’ business. 

If the statement is true that 
most manufacturers of hardware 
items sell on practically the same 
basis to all wholesalers, then it 
seems to me that this kind of 
practice is uneconomical, when 
there may be a smaller whole- 
saler within the immediate ter- 
ritory with a lower selling cost, 


who could do the job more effi-. 


ciently, especially in view of the 
fact that the long range whole- 
saler must absorb some of the 
transportation costs which are 
constantly increasing. 

When sales expense is cut 
down for the retailer, he can 
have better values to offer his 
customers, or can have a better 
gross margin on the staples he 
sells every day. 

Mass distributors are continu- 
ally striving to better their of- 
ferings to their customers, and 
increase their values. So long as 
wholesalers and retailers have 
high costs between themselves. 
more ground will be gained by 
the mass distributors. 


Small Wholesalers 


Just as we have many small 
retailers, I realize also that we 
have small wholesalers whose 
volume does not warrant an out- 
lay of such proportions. It seems 
to me that this smaller whole- 
saler with from eight to 20 sales- 
men on the road is in a very 
favored position, and has a won- 
derful opportunity. 

I think if I were such a whole- 
saler, I would make a special 
effort to give my dealer custom- 
ers a chain store buying service. 

Just as the chain manager 
orders his merchandise from a 
checking list, I, too, would mail 
a checking list or a broadside of 
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E. J. Newey Heads Old Guard 
Succeeds H. J. Peterson 





Officers shown above, left to right: Ed J. Newey, E. J. 
Newey Sales Co., newly elected president, Old Guard; 
James Hutchinson, Stanley Works, past president, Old 
Guard; H. J. Peterson, North & Judd Mfg. Co., retiring 
president, Old Guard, and R. P. Boyd, secretary-trea- 
surer, Old Guard. Standing in back of group is past 
president L. L. Sullivan, Irwin Auger Bit Co. 

The two vice-presidents of the organization are: 
Tillman Cavert and A. H. Devaney, manufacturers’ 
agents. Stanley Woodward, Ruberoid Co., is chairman 
of the executive committee whose members are: George 
Smith, Heller Bros. Co.; L. L. Sullivan, Irwin Auger 
Bit Co.; J. F. Boxwell, Yale & Towne Mfg. Co.; R. J. 
Hawk, Sheffield Clark & Co., and E. W. Lee, American 
Screw Co. R. P. Boyd, Knoxville, Tenn., is secretary- 


treasurer. 


The Old Guard held its annual meeting April 17, 
1939 at the Hotel Roosevelt and its annual dinner that 
evening at Galatoire’s Restaurant. 





carefully selected, highly com- 
petitive and seasonal items at 
least once a week or twice a 
month to a selected list of deal- 
ers. I would impress upon these 
dealers that these items would be 
ordered by mail at these prices, 
and that it would not be neces- 
sary to wait for a salesman to 
pick up the order. 

I would impress upon that 
dealer the importance of using 
these items as they were intend- 
ed to be used, and I would sug- 
gest the retail prices at which 
they are being sold by his com- 
petition. If this plan were fol- 
lowed, it seems to me that it 
might go a long way toward 
establishing that confidence 
which seems lacking today. 

When the wholesaler earns 
the steady cooperation and con- 
centration of a good number of 
selected accounts, by giving 


them such a service, he can turn 
his atteftion from the high pres- 
sure for more volume and use 
his talents to improve his offer- 
ings to the retailer and better 
his position. As a retailer | 
would welcome such a service. 

In the next place, I do not be- 
lieve a salesman has any right to 
call on a retail store today if he 
has nothing to offer but the mer- 
chandise he is sent out to sell. 
Most stores have a lot of mer- 
chandise that was sold to them 
by high pressure methods, and 
it did not move. The salesman 
who has something constructive 
to offer the retailer, either in 
selling plans or a better knowl- 
edge of merchandise, will soon 
find that he does not have to re- 
sort to high-pressure methods to 
build business. 

Both wholesaler and retailer 

(Continued on page 86) 
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Experience 


With Specialty Lines 











Robert H. Baker, vice-president, Fones Brothers Hardware Co., Little 
Rock, Ark., reviews experiences of 17 Southern wholesalers who contrib- 
uted data on various specialty lines and offers Wholesalers’ Tuesday ses- 
sion a brief account of his own progress in this field, which he considers 
a highly desirable and profitable department. 








ROBERT H. BAKER 


JUN preparing this data on the 
“Handling of Specialty 
Lines” I thought it best 

to get the experiences from a 
cross section of this group, 
rather than to give you only our 
own experiences with the fol- 
lowing lines of merchandise that 
are generally considered as spe- 
cialty lines and not regularly 
classified in the hardware field: 
Air conditioning equipment— 
domestic; air conditioning 
equipment —large buildings; 
electric or gas refrigerators— 
domestic; electric or gas refrig- 
eration—commercial; electric 
washing machines; electric iron- 
ers; radios; toys—other than 
wheel goods. 

Letters were written to 18 
members of this association in- 
cluding at least one jobber from 
each state and in some states, 
more than one jobber received 
a letter and questionnaire from 
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me. The prompt response to 
these letters was very gratify- 
ing and I received replies from 
17 of the 18 members. 

The following is the result of 
the questionnaire. Later, I will 
give you our own experiences 
with these lines and endeavor to 
answer any questions regarding 
them that you may wish to ask. 


Do Not 
Handle Handle 
Air Conditioning Equipment: ; 


DOGO ccccisccvccesces 3 14 

Large buildings ......... 1 16 
Electric or gas refrigerators : 

Domestic ......-s.eeee++% 10 7 

Commercial ........+-++:+ 1 16 
Electric washing machines.. 10 7 
Electric iromers ........... 9 8 
eee er rr 13 4 


Builders’ hardware, contract 
The replies received further 
indicated that out of the 17 job- 


bers referred to, 10 houses 
handled these lines through their 
regular salesmen and seven used 
specialty salesmen entirely. 

The method of compensation 
used by the different houses is 
as follows: Two houses paid 
their men on percentage of gross 
profits; two paid on percentage 
of net profits; five on percentage 
of gross sales; four on percent- 
age of straight salaries, and 
four on percentage of salary 
and commission. 

All of the 17 houses report 
that they considered these lines 
as a profitable part of their busi- 
ness. 

In addition to the lines already 
mentioned these 17 jobbers 
listed the following lines and 
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specialty merchandise and I feel 
sure that a number of you also 
handle many of these lines: 
Automobile tires, eight houses; 
paints, two houses; _ electric 
ranges, two houses, and anti- 
freeze, plumbing material, mill 
supplies, shoes, sash and doors, 
motor oil, outboard motors, 
water systems, floor coverings, 
iron beds and straight chairs, 
one house each. 

Practically all of the houses 
that added automobile tires to 
their list of specialty lines 
stated that they sold the bulk of 
their tires through a special tire 
salesman. 

Another house stated that in 
selling refrigerators and elec- 
trical appliances it had one spe- 
cial man working the same ter- 
ritory as six regular salesmen. 
Everything the special man sells 
is credited to one of the six 
regular salesmen and the special 
man is compensated from the 
total appliance sales of the six 
regular salesmen on the basis of 
60 per cent of the regular com- 
mission to the regular salesmen 
and 40 per cent to the specialty 
man. 


Salesmen Conflicted 


Still another house wrote me 
that in the years gone by, it had 
specialty salesmen but they 
always confficted with their 
regular men and it did not prove 
to be satisfactory. However, at 
this time this same house has 
a special tire salesman who is 
paid a commission on all the 
tires the house buys from the 
factory and has built up its tire 
business from practically noth- 
ing to a very large volume. 

Another jobber told me that 
he had recently completed check- 
ing up on putting out a truck or 
trailer in which he was going to 
show cutlery, firearms, fishing 
tackle, and a few other lines. In 
checking over this kind of a set- 
up with another distributor, who 
was now operating on that basis, 
he found that it cost about $10,- 
000 in addition to what was 
paid the regular salesmen to do 
a volume of $100,000 and that 
in his opinion this type of oper- 
ation was not attractive. 

My very good friend Oph 
Farmer, Peden Iron & Steel Co., 
Houston, Texas, in replying tc 
my letter, wrote me in detail 
about his operations, saying: 
“T filled out the questionnaire, 
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but you will see that the items 
you mentioned are not very 
large with us. As a matter of 
fact, the only item of any ap- 
preciable volume mentioned in 
your questionnaire is builders’ 
hardware. This department has 
proven very profitable to us, our 
sales having averaged $30,000 
per month for the last three 
years. On the better class hard- 
ware and items that might be 
called specialties, we make a 
handsome profit, which more 
than offsets the margin on the 
competitive items. We employ 
two full time specialty men who 
are experienced builders’ hard- 
ware men, which, I believe, 
wholly accounts for the success 
of the department. 

“We handle electric refriger- 
ators, and sell about 15 a month 
without any particular effort be- 
ing put forth, so you can see 
that amounts to nothing. The 
picture is just about the same 
on electric washing machines, 
electric ironers, and radios. 

“You will notice that I have 
listed some items (tires, paint, 
etc.), which I consider special 
lines. These lines were at one 
time or another marketed by our 
general line men and it was a 
flat failure; and frankly, when 
we employed a specialty man, 
unless he was good it was still 
a failure. We now have a full 
time specialty man selling only 
paint and paint brushes (prin- 
cipally paint, of course), aver- 
aging a little over $11,000 per 


month. We also have a full time 
tire salesman, selling only tires 
and tubes, and for the past few 
years the sales in this depart- 
ment have averaged slightly in 
excess of $10,000. I consider 
the tire department successful. 

“Our sporting goods depart- 
ment averages approximately 
$15,000 a month, and includes 
all sporting goods items we 
handle except guns and ammu- 
nition. We have a full time spe- 
cialty man employed. 


/ 


Running on Momentum 


“Until now we have never had 
to have a specialty salesman to 
sell guns and ammunition, as 
two manufacturers, each fur- 
nished us a full time man, but 
the set-up has been changed this 
year, and we are doing, I think, 
a fairly successful job of book- 
ing futures with our general line 
men, but I am inclined to think 
that in another year we _ will 
put at least one man on guns 
and ammunition. I am afraid, 
though, that at present we are 
running on momentum, and, as 
I said, I believe that before the 
end of the year we will, if the 
man is available, have a_ spe- 
cialty man to devote his entire 
time to guns and ammunition. 

“We, of course, do not depend 
entirely on the specialty men to 
do the selling in these depart- 
ments. Our general line men are 
required to get their full share 
of this business, and the spe- 
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cialty man is nothing more nor 
less than the head of the depart- 
ment; but he doesn’t have a 
swivel chair—he is required to 
be out every day in the week 
selling goods—not telling some- 
body else to sell them. After a 
great deal of experience, I am 
convinced that the only way a 
jobber can market items that we 
call specialty items is through 
a specialty man. I have taken 
on line after line that was a bit 
unorthodox, and in no instance 
have I succeeded with it unless 
it had sufficient volume to use 
a full time specialty man. 
Almost always, where this has 
been the case, we have made 
money on the line. 

“For instance, we have a 
building steel department, which 
covers reinforcing structural 
steel and plates. We have ade- 
quate fabrication facilities, and 
this department is handled by 
two men, obviously one of them 
the assistant of the other, and 
it has been very profitable. Our 
sales in this building steel de- 
partment average about $65,000 
per month and while the mar- 
gin of profit is nothing like as 
great as it is on some other 
lines, $780,000 worth of business 
a year at a reasonable margin 
of profit is very attractive. 

“We have the same arrange- 
ment on machine tools. How- 
ever, on items of this kind, the 
sales are subject to wide varia- 
tions one year and another. In 
1937, approximately $550,000 





worth of machine tools were 
sold, and in 1938 there were 
only about $300,000 worth sold. 

“We also have a marine de- 
partment and use a full time 
man, calling on marine accounts; 
and while I am not enthusiastic 


about the department, it has 
made us some money.” 
I personally feel that Mr. 


Farmer is doing a most excel- 
lent job and should be congratu- 
lated on his achievement. Fones 
Brothers handle the following 
lines which are considered as 
specialty lines: Home air con- 
ditioning, domestic electric re- 
frigerators, commercial electric 
refrigerators, electric washing 
machines, electric ironers, radios 
and builders’ hardware. 

We do not go into air condi- 
tioning for buildings nor do we 
carry any toys other than wheel 
goods. All of the lines just men- 
tioned with the exception of ra- 
dios and builders’ hardware are 
sold through three special sales- 
men and a_ sales supervisor 
under what we call our electrical 
department. 

The’ electrical department 
salesmen receive full credit on 
all sales of these items regard- 
less of whether the sale is made 
direct, by mail or by one of our 
regular salesmen. The three 
electrical salesmen are paid on 
the basis of percentage of gross 
profit ranging from 24 per cent 
on sales carrying 12 per cent 
gross profit on selling price to 
31 per cent on sales showing 18 
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per cent or more on selling price. 

These salesmen furnish their 
own transportation and pay 
their own traveling expenses. 
We allow these men a drawing 
account of $250 per month and 
at the end of each quarter 50 
per cent of the commissions due 
over their drawing account is 
paid and 50 per cent of the 
average is held by us in reserve 
until the next quarterly settle- 
ment. 

The department sales super- 
visor is allowed a drawing ac- 
count of $250 per month and is 
paid 10 per cent of the gross 
profits of the department. While 
out in the territory, either 
working individually or with 
one of the three men, one-third 
of his expenses are paid by the 
house, one-third by the sales- 
man in whose territory he is 
working and the supervisor pays 
one-third himself. Quarterly 
settlements of commissions due 
over his drawing account are 
paid on the same basis as the 
electrical salesmen, and _ the 
salesmen receive full credit for 
all sales made by the super- 
visor. 

The sales of this department 
for the year ending May 31, 
1937, amounted to $301,202.06. 
The sales for the year ending 
May 31, 1938, were $325,399.07. 
For the first 10 months of this 
year the electrical department 
sales were $269,661.89. 

Even though the selling ex- 
pense and other general ex- 
penses of this department are 
somewhat higher than our gen- 
eral line business, we consider 
the department a profitable part 
of our business. 
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Insurance Problems 











Walter M. Bonham, president C. M. McClung & Co., Knoxville, Tenn., out- 
lines types of insurance coverage essential for protection in wholesale hard- 


ware business stressing importance of sprinkler system, weekly inspection 
to avoid hazards and the need for understanding the specific coverage that 


is carried. Addresses Wholesalers’ Tuesday session. 





N the first place, if possible, 
your property should be a 
sprinklered property. If by 

chance it is not, I would suggest 
that it be examined at once, with 
that in view. You can hardly af- 
ford not to have a sprinklered 
building, even though your build- 
ing is supposed to be fireproof. 
This is true both because of the 
protection it affords and the low 
rate you get for insurance. In- 
vestigation should be asked for 
from the rate-fixing body so that 
you can make whatever improve- 
ments are necessary in order to 
get the lowest possible rate from 
your underwriters. 

Second only to insurance 
against loss fs a careful weekly 
inspection of your premises, to 
see that it is clean and that dan- 
gerous practices are not indulged 
in that would increase your risk. 
For example: we do not permit 
smoking in our warehouses; we 
cut off all electric current from 
our warehouses every night; ele- 
vator rooms are kept free from 
oily waste, brooms, etc., which 
might be ignited by a spark from 
the machinery. All trash, as far 
as possible, is quickly removed 
from the building, but, if we are 
not immediately able to do this, 
it is kept in metal cans with tops. 
A night watchman is kept on all 
night and we have automatic 
protection through our sprinkler 
system by a connection with the 
local Western Union. We keep 
all of our oils, turpentines and 
other highly inflammable stocks 
in a separate building from our 
regular stock. In fact, we ig- 
nore nothing that we can find 
ourselves or which will be called 
to our attention by experts to 
reduce the possibility of a fire. 
We welcome periodic investiga- 
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tions by the fire insurance com- 
panies. 

Fire insurance is often placed, 
for personal reasons, with 
friends or customers, the policies 
are seldom read or investigated, 
and frequently the insurance 
agent knows very little about his 


business and does not give you 
all the advice you need as to 
coverage. Unless you have some- 
one in your own business who 
keeps posted on this particular 
phase of it, you should have an 
annual audit by experts who are 
not interested in writing insur- 
ance, but who are interested and 
capable of giving you disinter- 
ested but valuable advice on ali 
of your insurance problems. We 
recommend that if you do not 
have an audit to cover your in- 
surance, that you do it yourself, 
or have some very responsible 
member of your company go over 
your policies carefully at least 
twice a year, to be sure that 
nothing is being overlooked, and 
that you have an amount in keep- 
ing with your values in stocks 
of goods, etc. 

We ourselves have the custom 
of not only checking it ourselves, 
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but having it audited once a 
year, to be sure we are not over- 


looking anything. If you own 
your own buildings, an occa- 
sional appraisal by some reliable 
company is well worth what it 
costs, first, to be sure you have 
the proper amount of insurance, 
and second, to be able to make a 
satisfactory settlement in case 
of a claim. This also applies to 
furniture and fixtures, as_ it 
gives you a thorough inventory 
of both, which is very useful in 
case of a claim. 

If your insurance is in a num- 
ber of stock companies, a careful 
investigation should be made 
every year as to their financial 
responsibility. Not all fire in- 
surance companies are good. You 
can get reports on all of these 
companies through reporting 
agencies. 

If your insurance is written 
in stock companies, and by a 
number of different companies, 
care should be taken that the 
policies are concurrent, that is, 
identical with all companies. To 
this end you should have your 
own blanks printed and fur- 
nished to your agency, to be sure 
that they are concurrent. 

We carry fire insurance on a 
90 per cent co-insurance clause, 
and try to keep 100 per cent in- 
surance. This can be done by 
adding to your last inventory the 
amount of your purchases up to 
the first of each month, subtract- 
ing therefrom your sales at cost. 
It is possible, and desirable, to 
have your policies written so 
that they automatically conform 
to the amount of your stock, up 





and down, which prevents lack 
of coverage, should you fail to 
take out additional insurance 
when needed. It also reduces the 
cost, by reducing the amount of 
insurance, as your stock indi- 
cates. 

Fire insurance policies are 
standard, but exceptions can be 
made covering local conditions. 
If you are on the railroad tracks, 
this should be taken care of in 
your policies, by Railway Subro- 
gation Waiver; also, the Works 
and Materials Clause should be 
included where necessary. If 
there are other risks of this 
kind, they should be taken care 
of by proper riders. In this mat- 
ter of insurance we can take no 
risks; that is why we carry this 
protection, so that the risk is 
placed on those prepared to 
carry it. 


Be Prepared 


Don’t imagine because you 
have never had a windstorm or 
tornado, a riot, an explosion, or 
aeroplane damage, that you can 
get along without these cover- 
ages. We had never had a riot in 
our peaceful city and had no riot 
insurance, but out of a clear sky, 
in 1920, we did have a riot; our 
store was broken into one night, 
and for the space of two or threc 
hours was occupied by 300 or 
400 people, all the way from 
hoodlums to respectable busi- 
ness men, taking away guns and 
ammunition; smoking, and at 
any time a cigarette might have 
lit the two inches of paper wrap- 
pings that were thrown on the 
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floor; a sprinkler head was shot 
off, which caused considerable 
damage to stock. The next day 
we learned that none of this was 
covered by our fire insurance 
policies, because we did not have 
riot insurance. If our plant had 
burned up, it would have been 
our loss. If you are in a section 
that has ever been visited by an 
earthquake, you ought to have 
that, too. 

All of these collateral lines 
of insurance are comparatively 
cheap, and are as important as 
fire insurance itself. Then, if 
you have a sprinklered building, 
of course sprinkler leakage in- 
surance is necessary. And don’t 
forget that if a building catches 
fire as the result of falling, 
whether the result of a tornado 
or whatever else it may be (ex- 
cept as the result of fire), it is 
not protected by your fire in- 
surance, neither the building nor 
your stock of goods. In the case 
of the building falling as a re- 
sult of a windstorm or tornado, 
your stock and building is cov- 
ered by the windstorm and tor- 
nado policy. In some reciprocals 
and mutuals, sprinkler leakage 
and tornado insurance is a gratis 
coverage. 

In addition to all of this, we 
recommend the carrying of use 
and occupancy insurance. After 
all, one of your chief losses in 
case of fire is loss of business 
between the time of the fire and 
the construction of a new build- 
ing. If you expect to continue in 
business, there is this period 
when your expenses are going 
on and your income stopped. Re- 
member, in carrying use and oc- 
cupancy insurance, that you not 
only carry this against loss by 
fire, but in addition your other 
collateral lines such as wind- 
storm, riot, sprinkler leakage, 
explosion, aeroplane damage, etc. 
These various collateral lines are 
written on different percentages 
of co-insurance; sprinkler leak- 
age 25 per cent; windstorm and 
tornado, same as fire insurance; 
riot, 50 per cent. Higher per- 
centages can be carried if you 
want to, but these are required. 
There are many forms of use 
and occupancy, and it is well to 
check into what is offered by 
both mutuals and reciprocals as 
well as stock companies. 

As to casualty insurance, there 
seems to be no end to the cover- 
age necessary under this head- 
ing: public liability, workmen’s 
compensation, boiler explosion, 
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elevator insurance (if not cov- 
ered by your public liability 
policy); automobiles owned by 
yourself, automobiles owned by 
salesmen and operated in your 
service, automobiles owned by 
employees and perhaps only oc- 
casionally used in your service. 
And don’t forget that if your 
secretary mails a letter for your 
company, using her own car to 
take it to the post office, and has 
an accident on the way, you are 
liable for whatever damage oc- 
curs. It is well, of course, to re- 
quire your salesmen in taking 
out their own individual policies 
to cover the company at the same 
time, which can be done without 
additional cost. We ask them to 
do this, but how do you know 
they always have insurance? 
Sometimes we have found, to our 
loss, that salesmen were econ- 
omizing and were not covering 
their cars by insurance, so just 
to be sure, we ourselves carry a 
contingency liability policy cov- 
ering not only all salesmen, but 
all employees who are liable to 
at any time use their cars for 
the benefit of the business. 

Speaking of trucks, don’t over- 
look your fire insurance on them 
as well as your liability. On 
some of our trucks we also carry 
collision insurance. Don’t over- 
look warehouses located away 
from your building in covering 
public liability and workmen’s 
compensation. 

In addition to the ordinary 
lines of insurance carried under 
the head of liability, we have 
recently added (although with a 
question mark in our minds) 
what is known as products lia- 
bility. This insures you against 
suits for damages from persons 
who may be injured by some- 
thing you have sold. Ordinarily, 
we feel that the manufacturer 
would be ultimately liable, but 
this would not, of course, pre 
vent your having to defend a 
suit. It is not an expensive in- 
surance, and the risk, we think, 
is low. At the same time, the 
liability is there, and we feel a 
little more comfortable to have 
protection on it. 

As to mutual vs. stock insur 
ance companies, there is much 
to be said. A number of hard- 
ware jobbers carry all or a part 
of their insurance in mutuals, or 
reciprocals, at a considerable 
saving in premium. If your se- 
lections of these companies are 
carefully made and your line is 
placed with the thoroughly re- 
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liable concerns in this class, and 
your risk is a sprinklered risk, 
you will probably save from 25 
to 50 per cent in the cost of your 
insurance as compared with the 
stock companies. They also pre- 
pare a much more attractive and 
comprehensive policy than the 
stock companies. Also, with the 
mutuals, or reciprocals, you can 
cover not only your fire insur- 
ance, but all collateral lines in 
one policy, and also make it a 
blanket policy adaptable to your 
stock from month to month. It 
also reduces the number of com- 
panies you have to keep track of 
and the number of policies you 
have to look after. 


Concurring Policies 


In some cases there are rea- 
sons why you wish to carry all 
or a part of your protection in 
the stock companies. Sometimes 
this is a reciprocal trade reason, 
or a personal friendship reason. 
This, to be sure, is a matter 
which each must decide for him 
self; in other words, sometimes 
you may consider that there are 
compensating advantages that 
outweigh the saving in cost of 
the insurance itself. In case, 
however, you insure both ways, 
be sure to see that your policies 
concur in every particular, to 
prevent dispute in case of a 
claim. Agents for stock com- 
panies will tell you that it is 
hardly ethical for you as a job- 
ber to support mutual companies 
any more than you would sup- 
port cooperative buying in hard- 


ware. This argument, however, 
does not hold water when you 
consider that all insurance, 
whether called stock or mutual, 
is in the last analysis “mutual.” 
“Insurance, of whatever nature, 
is the method by which the sep- 
arate contributions of the many 
serve to reimburse the few who 
suffer misfortune. All insurance 
has a cooperative basis.” ‘“Mu- 
tual” insurance is not a new 
thing. The oldest insurance 
company in America is a mutual, 
and has been operating with suc- 
cess for nearly 200 years. The 
chief thing about both stock and 
mutual is to be sure that they 
have the right financial set-up. 

Other classes of insurance 
worthy*of attention are fidelity 
bonds on employees, burglary 
and theft insurance, payroll in- 
surance, safe robbery insurance, 
plate glass insurance, forgery in 
surance. On burglary insurance, 
the carrying of a small approved 
cash box safe reduces your 
burglary insurance considerably. 
These safes are not expensive; 
are very heavy compared to 
their size, making them difficult 
to burglarize. Protecting your 
vault or safe with a tear gas 
bomb is also a good protection, 
and reduces the rate. 

If you have in your city an 
armored car service for han- 
dling money to and from the 
bank, it is usually very cheap, 
and the reduction in your in- 
surance may almost cover the 
cost of the service. That, to- 

(Continued on page 128) 
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George C. Black, Southern Supply Co., Dallas, Texas, and president Texas 
Hardware Jobbers’ Association, says increasing tax burden to business is 
almost equivalent to state socialism with government getting the income 
from business even though privately-owned. Sees no immediate relief in 
sight in view of present high cost of government plus Social Security and 
related tax levies. 





rFENHOSE who are confronted 
T with the problem of oper- 
ating a business at a profit 
are bound to take note of the 
ever increasing amount which 
must be set aside, not only for 
the direct payment of taxes im- 
posed by Government, but also 
the increased cost of figuring the 
complicated basis of taxation. 

Much has been written re- 
cently tending to indicate that 
the burden of taxation is reach- 
ing the breaking point, and yet 
there not only seems to be no 
reduction in sight, but the pres- 
ent political situation points to 
an increased burden. 

If business is to continue to 
operate at a profit, all taxes 
must be included in computing 
the cost of our merchandise. In 
doing so, it is with the know- 
ledge that in good as well as bad 
times the ultimate price must 
be kept within the reach of the 
consumer, and this factor must 
be considered not only on the 
basis of purchasing power, but 
also on the basis of the intrinsic 
worth to the consumer. 

Taxes levied by the Govern- 
ment are no more than the 
amount of money necessary to 
enable the Government to per- 
form its various functions. Con- 
sequently, the tax burden is 
fixed by the cost of government, 
and any effort to lighten the tax 
load involves a substantial de- 
crease in the cost of governmen- 
tal operations. The first lesson 
which we, as taxpayers, should 
learn is that high expenditures 
mean ultimately high taxes. We 
cannot urge more Government 
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spending and expect to avoid 
payday. 

In Texas we wrote into the 
Constitution an amendment to 
authorize payment of old age 
pensions, another to provide for 
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dependent children, another to 
provide for the State paying pen- 
sions to retired school teachers, 
and another authorizing pay- 
ment of pensions to the blind. 
All of these amendments were 
adopted to the Constitution and 
a very small percentage of the 
taxpayers voted. 

In other words, when we were 
called upon to authorize these 
expenditures, the average busi- 
ness man was indifferent and 
did not vote, but now that our 
Legislature has convened and is 
faced with the problem of find- 
ing $25,000,000 or $30,000,000 
to meet these expenditures, 
which the taxpayers authorized, 
all of us. as taxpayers, are com- 





plaining severely at the Legisla- 
ture for doing what we, as tax- 
payers, either by voting for 
these amendments or by not 
voting at all, authorized. 

We are told that Federal taxes 
for the year 1938 approached 
$6,000,000,000, which is equiva- 
lent to about 10 per cent of the 
national income. Since taxes 
amount to nearly $4,000,000,000, 
and local and municipal levies 
were about $4,500,000,000, which 
is nearly 23 per cent of the na- 
tional income. The increase in 
taxation is particularly high in 
the Federal Government. 

If the amount of tax collec- 
tions was the whole story, it 
might not be so bad, but we are 
told the Government is spread- 
ing one-half as much again as 
they are collecting in taxes, and 
piling up a national debt which 
will have to be paid from levies 
upon future generations. For the 
last six years the balanced bud- 
get has been considered as some- 
thing highly desirable, but be- 
yond the realm of possibility. 

An example of the effect of 
taxation upon a business in 
which we are all vitally inter- 
ested can be found in the report 
of the taxes paid by the United 
States Steel Corporation during 
the year 1938. The corporation 
operated at a loss of over $7,000,- 
000, and yet the Federal, State, 
and local governments collected 
a total of $48,842,132, or exactly 
$5.61 per share of common stock. 

In addition to the burden im- 
posed upon business, resulting 
directly from governmental ex- 

(Continued on page 130) 
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W. Gibson Carey, president, The Yale & Towne Mfg. Co., New York 
City, presents to Manufacturers’ Tuesday session a review of social, eco- 


nomic and historical developments to serve as a background on a broad basis, 
to a better understanding of the opportunities and the responsibilities of 
business leaders. Says profit motive continues greatest stimulant to further 
progress and urges business executives to recognize their responsibilities 
to customers, stockholders and employees that all may be fairly treated and 
enjoy a proper return for their respective contributions. 





with so many difficult de- 

cisions that our thinking, 
I believe, lacks the balance and 
objective quality which come 
from a general understanding of 
background and of the repercus- 
sions which any particular move 
may have on other deep currents 
in our cultural, social and eco- 
nomic existence. At all times in 
our history we have had groups 
whose thinking has been at va- 
riance with the general trends 
of the country. This has been 
true because of the differences 
of environment, education, per- 
sonality, character and imme- 
diate advantage which charac- 
terize man and his scope of 
activity. Despite this, it seems 
to me imperative that each of 
us should make a great effort 
to comprehend at least in gen- 
eral terms what is taking place 
in our country. How else can 
we exert our influence in the 
right direction? How else can 
we be constructive citizens? 

My hope is that I shall be able 
to develop a reasonably broad 
basis of thought which may be 
somewhat helpful to each one of 
us in playing his part, both in 
local affairs and in the life of 
the nation. In this attempt I 
shall pick out a number of un- 
derlying factors in our history, 
in our cultural and economic de- 
velopment, and in our world 
relationships. With the purpose 
of concentrating attention on 
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broad issues, I shall not men- 
tion names, nor try to prove my 
points by statistics. I shall, 
furthermore, try to avoid words 
such as “liberal,” “reactionary,” 
“radical” and “conservative,” 
which by misuse have lost any 
definite meaning to large ele- 
ments in our population. 

It is my general belief that 
the roots, and even the trunk 
and branches of our civilization 
here in America are still strong. 
It is the leaf and flower and 
fruit with which we should con- 
cern ourselves. Unfortunately, 
there are some who would tear 
down the tree and raise in its 
place some exotic growth, the 
product of which would, I be- 
lieve, be gall and wormwood, 
and even poison, to the average 
American citizen. 


In the early sixteen hundreds, 
the area which is now the United 
States would support only sev- 
eral hundred thousand people. 
The American Indian society was 
based on fishing, hunting and 
meager agriculture. In two cen- 
turies from that time we were 
a struggling but independent na- 
tion, gathered along what is now 
our eastern seaboard. 

Society was based primarily 
on agriculture, but already we 
were beginning to develop manu- 
facture. We had a fur trade, 
largely beyond our’ western 
frontier, and a fishing trade be- 
yond our eastern seaboard. We 
had a merchant marine which 
was aggressive and growing. 
There was strong religious feel- 
ing in the country. The various 
sects, and there were many of 
them, were all free from state 
influence. This point, of course, 
is important because it is so 
closely related to the underlying 
reasons for much of our immi- 
gration from Europe and be- 
cause, furthermore, the separa- 
tion of church and state has 
been one of the important fac- 
tors in our subsequent develop- 
ment. 

There was in this land a new 
ideal in government, which was 
based primarily on individual 
opportunity and the protection 
of the fruits of that opportunity 
well directed. These concepts, 
together with numerous safe- 
guards for the maximum free- 
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dom of development of the indi- 
vidual and of minorities, were 
written into the world’s greatest 
political document, our Constitu- 
tion. I believe so deeply that 
the influence of the Constitution 
has been one of the greatest 
causes for our rapid progress 
as a nation that I should like to 
discuss it from many angles. In 
this address that is impossible. 
I do, however, want to point out 
that in our development we have 
not had the binding force of a 
royal family. I am not concerned 
here with whether the idea of 
monarchy is theoretically desir- 
able or not, in this or any other 
nation. I wish simply to com- 
ment on the fact that a continu- 
ing dynasty is for the human 
mind something definite, some- 
thing controlling, something 
which gives point to the think- 
ing of a populace and that, not 
having this influence, we must 
make every effort to have under- 
stood widely the transcending 
ideals inherent in the Constitu- 
tion and the Bill of Rights. 


The Spirit of Independence 


A characteristic of our people 
in the early days of the republic 
was an unusual spirit of inde- 
pendence. This undoubtedly was 
inbred in the individuals who 
had come to this country during 
the colonial period to escape 
various types of persecution in 
Europe. In addition, the rigor 
of life, combined with almost 
constant warfare with the In- 
dians and the protracted period 
of serious struggle during our 


Revolution, undoubtedly empha- 
sized this element in the charac- 
ter of the people. 

There was among the popula- 
tion a sufficient leaven of culture 
and philosophy, derived largely 
from the classics and the Eng- 
lish and French liberal thinkers, 
to give direction to our social 
and economic development. In 
fact, even today a study of the 
knowledge and point of view of 
the “Founding Fathers” of this 
nation must bring one to the in- 
evitable conclusion that we had 
at that time men not only of 
remarkable intellect and train- 
ing but also men of extremely 
sturdy character. 

Our development during the 
Nineteenth Century was astound- 
ing from every point of view. 
This period completed, either by 
conquest or purchase, the great 
area which we now call the 
United States. The development 
of railroads ran hand in hand 
with the westward progress of 
our civilization. 

In the century which we are 
considering, we laid the foun- 
dation for, and started to enjoy, 
that rise of standard of living 
which has made us the envy of 
the world. We did this through 
the development of mass produc- 
tion which, as all students real- 
ize, has been based on a number 
of factors, such as an enormous 
market, unrestricted by language 
or tariff barriers; the devel- 
opment of unusual inventive and 
organizing ability and the fact 
that the trend of thought of the 
people was in sympathy with 
what was taking place. 


‘ 
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In the period we are discuss- 
ing there was a rise in export 
business in manufactured goods 
and a tremendous development 
in the exporting of certain agri- 
cultural commodities, such as 
cotton and tobacco. There was 
heavy immigration which, of 
course, had the tendency not 
only of replenishing constantly 
the lower categories of labor, but 
also of increasing the population 
at a rate far in excess of natu- 
ral reproduction. The effect 
was enormous, as, for instance, 
in the housing requirements of 
the nation. 


European Thought 


A great deal has been said 
(particularly in recent years) 
about the influence on our na- 
tional thought of this tremen- 
dous influx from many countries 
in Europe. Inevitably there has 
been a great mixture of blood, 
which has brought with it the 
ideas of prior family life and 
experience. There are strong 
nationalistic sympathies in our 
population, but personally I do 
not believe these are either dan- 
gerous or, in fact, unwholesome. 

An outstanding accomplish- 
ment in the past century was 
the spread of education. Except 
in certain localities illiteracy 
was practically eliminated. From 
the long term point of view, 
there was an important shift in 
emphasis in higher education. 
Classical studies, which were so 
characteristic in the early pe- 
riod, gave ground more and more 
to material or practical studies 
which were generally thought to 
form a more satisfactory prep- 
aration for meeting the prob- 
lems of life. If this change had 
been of importance only within 
the cultural field I should not 
have mentioned it, but in my 
opinion the real significance has 
been in the realm of political 
doctrine. 

We had in the Nineteenth Cen- 
tury which we are discussing, 
three foreign wars, the impor- 
tance of which was not, I believe, 
basic, and one devastating civil 
war, which, ending as it did, 
changed nothing in the general 
trend of the country except 
through its retarding the devel- 
opment of a great area. Siavery 
was on the wane in any case. 
The thing that has really af- 
fected our history has been the 
privation of the southern sec- 
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tion and the fact that this gen- 
eral situation has resulted in a 
strong sectionalism in politics. 

From 1900 until the last few 
years we have had a number of 
developments which have influ- 
enced our course. I shall men- 
tion a few, without particular 
regard for chronological order 
and without special reference to 
whether or not they became of 
importance prior to or some- 
what after the Great War. 

The direct primary for the 
election of United States Sena- 
tors, who previously had been 
chosen by state legislatures, has 
been pointed out by many as a 
deteriorating influence on the 
character of the men selected. 
In any case, this step brought 
this legislative element of gov- 
ernment closer to the will of the 
people. 

There has been a remarkable 
further development of great 
cities. This flow away from the 
farms, where even in distress 
times food and shelter are more 
easily obtained, has been one of 
the difficult factors with us of 
late years. Connected with the 
urban trend has been the re- 
markable growth in the size of 
many corporations. This devel- 
opment, which may have had its 
base in certain cases in varying 
forms of special privilege, un- 
doubtedly has been due in gen- 
eral to the inventive genius and 
organizing ability in these insti- 
tutions which, through mass pro- 
duction and distribution meth- 
ods, have been able to lower the 
costs of goods attractive to the 
public. 


Important Developments 


The income and inheritance 
taxes based on the persuasive, 
but often misleading phrase 
“ability to pay,” plus the rising 
demand for more taxes to meet 
government expenditures, un- 
doubtedly have had a deep and 
growing effect on our economy. 
The enfranchisement of women, 
good in its theory and just in 
its application, may well have 
shifted somewhat the balance of 
point of view of the voters. More 
important economically, and even 
politically, are the developments 
which have taken place in in- 
stallment selling, advertising, 
and in the use of the radio, which 
is gradually becoming more and 
more recognized as a medium of 
immense directional force. 
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With the Great War came an 
unavoidable increase of cen- 
tralized authority, a remarkable 
advance in the number of wo- 
men in active employment, a 
noticeable, breakdown in section- 
al feeling and a rapid growth of 
unionization. These four trends, 
with their roots well established 
long before the War, gained un- 
usual impetus because of it. 

Enormous war profits brought 
about a shifting of the world 
financial balance, even in spite 
of the later practical cancella- 
tion of war debts. As is char- 
acteristic of every great conflict, 
government debt rose enormous- 
ly, but later was reduced 
through care in governmental 
administration. The post-war 
prosperity was one of loose 
morality, associated in part with 
prohibition and characterized by 
racketeering in many fields. 

The inflation that followed 
peace continued for 10 years, 
with only short interruptions. 
Prosperity was pleasant. The 
fact that our foreign lending 
and unusual conditions in other 
parts of the world were contrib- 
uting heavily to our economic 
status worried but few people. 
The real progress which was 
made in some directions was on 
the whole offset by speculation 
and a lack of balance. This was 
not to any great degree a matter 
of default in either government 
or business leadership, but was 
rather the hysteria of an entire 
nation. Our productive machine 


had been working efficiently un- 
til 1929, but the shifting influ- 
ence of such important things as 
I have mentioned, religion, rack- 
eteering, movies, the radio, in- 
stallment buying, the breakdown 
of sectionalism, urbanization, 
acceptance of more centralized 
authority, and the generally 
greater ease of life, had not pre- 
pared us as a nation either to 
accept or face a major catastro- 
phe. To this state of affairs was 
added the influence of Commu- 
nism as a disturbing element ac- 
tually working in our population, 
as well as the thought of Fa- 
scism, which although not active 
in our society, was already de- 
veloping in the thoughts of 
many. ~ 


Economic Problems 


The economic problems we 
faced as we entered the depres- 
sion years can be stated briefly. 
It was necessary to deflate secur- 
ity values, dividend rates, sal- 
aries, wages and general prices. 
We needed to straighten out our 
use and flow of credit. We had 
an increasing unemployment 
and an unusual lack of confi- 
dence in the future. To these 
problems was added the one 
which shall express in general 
terms, “What, if any, reforms 
were required?” 

This period of the early nine- 
teen-thirties is the one in which, 
above all others, the present gen- 
eration faced a great test in 

(Continued on page 74) 
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Street scene in the old French Quarter of New Orleans 


philosophy, character and anal- 
ysis. We knew of depressions, for 
we had had many, but this par- 
ticular depression was _ world- 
wide. We knew of the menace 
of centralized government, both 
because of the history of our 
own country and because of the 
dictatorships of Communism and 
Fascism which had developed 
abroad. We realized the dangers 
of excessive taxation, of over- 
powering governmental debt and 
even of inflation. We realized 
our great riches as compared 
with the rest of the world and 
we knew in general that these 
were based on our unusual re- 
sources, our huge market and on 
our mass production, through 
which we had developed low 
costs. We knew that our export 
markets were important, that 
cotton and tobacco represented 
the major economy of a large 
area and that we faced a dimin- 
ishing foreign demand for our 
wheat. We knew that the busi- 
ness distress and the resulting 
unemployment were in _ large 
measure in the so-called capital 
or durable goods industries. We 
realized that millions of people 
out of work must have relief and 
that even the Federal Govern- 
ment would have to help in this, 
directly or indirectly. At the 
same time, as a nation we real- 
ized fully the generosity which 
had been shown by individuals 
in every branch of philanthropy. 
However, with the extent of un- 
employment, it was evident that 
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private charities and the efforts 
of local governments in the field 
of public assistance would not 
be sufficient. We realized that 
good men out of work by condi- 
tions which they could not ana- 
lyze and which were far beyond 
their own immediate control, 
should be given assistance as a 
matter of good sense and social 
justice. We knew that the en- 
tire world looked to us as the 
soundest, best balanced economy, 
which should right itself first, 
lead the way to recovery and 
thus assist international stab- 
ilization. 


Non-Partisan Facts 


Ten years later, in 1939, there 
are, it seems to me, some purely 
non-partisan facts which are 
quite evident. We have lagged 
behind the world in recovery. 
We have had millions out of 
work for years, but these un- 
fortunate people have had relief 
in various forms. Despite taxes 
heavier than ever, we have had 
constant deficits which have 
brought about alarming in- 
creases in Federal debt. In some 
cases taxation instead of being 
primarily for income has been 
punitive in its character. We 
have raised our costs and re- 
stricted our markets. Econom- 
ically perhaps this is the most 
important and damning condi- 
tion of all. We have built class 
feeling to a degree which never 
has been conceived as possible. 











We have lost our perspective by 
loose and ill-founded talk on the 
permanence of the relief prob- 
lem due to the use of machinery, 
which basically is the very thing 
which made us prosperous be- 
fore and which can make us so 
again. We have misjudged a 
labor problem, and _ increased 
conflict by an unsound concept 
of labor-capital relationship. 
With a war in Europe just over 
and a conflict still in progress in 
Asia and -with possibly greater 
wars impending, we have at 
least realized our blessing in be- 
ing far removed. We have given 
courage of late to the other so- 
called democracies. We have 
built good-will in Latin Amer- 
ica, where, however, the demon 
of expropriation is raising its 
head. We have realized the over- 
whelming necessity of doing 
everything possible to encourage 
world trade but, unfortunately, 
as we have done this our costs 
internally have been rising. We 
have whitened the hair of men 
and women responsible for and 
interested in private cultural and 











CLAYTON RAND 
Editor, The Mississippi 


Guide, 
Gulfport, Miss., addressed the 
opening joint session of the New 
Orleans Convention, on Monday 
night, declaring: “This country 
which was discovered by Christo- 
pher Columbus, made independent 
by George Washington, made free 
by Abraham Lincoln, is being 
mortgaged by Franklin D. Roose- 
velt.” 

Mr. Rand also scored the public 
for allowing the Federal Govern- 
ment to expend such large amounts 
on relief. He compared the WPA 
worker to the deer in Yellowstone 
park, who are almost totally de- 
pendent on “handouts” they get 
from tourists. Dictators he termed 
“terrifying principally because 
they wear uniforms which give 
them the appearance of having au- 
thority.” 
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social institutions dependent on 
endowment. 

At this point, I should like to 
digress for a short time, from 
the recounting of significant his- 
torical developments, so that we 
may consider what I believe to 
be some basic and not generally 
recognized elements in the inte- 
gration of our society. We here 
today are business men. Let us 
try to look at ourselves objec- 
tively. Economically, we are 
leaders in a system for the pro- 
duction and_ distribution of 
goods and services. On the av- 
erage we have been aggressive 
and successful. Our great op- 
portunity, which has sprung pri- 
marily from the resources of our 
country, the size of our domes- 
tic market, and the system of 
government under which we 
have lived, has been grasped. We 
must not, however, lose sight of 
the fact that we have another 
tremendously important func- 
tion. We, in conjunction with 
professional people and enter- 
prising farmers, are the chief 
structural members of this edi- 
fice we call America. I think I 
can make this point clear by 
asking you to consider for a 
moment any town or community 
with which you are familiar. 
Who are the vestrymen, the 
heads of clubs, the leaders in the 
farm organizations, the mem- 
bers of town councils and the 
trustees of educational and phil- 
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anthropic institutions? The an- 
swer, of course, is the enterpris- 
ing men and women in business, 
in the professions, and on the 
farms. The sifting of new con- 
cepts and the formulation of 
nearly all of the relationships 
of society are accomplished by 
this group. 

Right here I should like to 
emphasize a point which to me 
is important. It has to do with 
profits, or rather with the profit 
motive. Let us not try to escape 
the fact that our economic sys- 
tem has as its greatest under- 
lying force the effort to get 
ahead, to produce, to make 
profit. Of this we may well be 
proud, not ashamed. Regarded 
strictly in its economic sense, or 
in its reflexes throughout all 
phases of our development, it is 
the greatest stimulant which 
will ever, I believe, be devised 
for raising the standard of liv- 
ing, not only of the few, but of 
the masses. We must not, how- 
ever, in considering the profit 
motive lose sight of the fact, as 
so many critics have done, that 
men do not work for money 
alone. The service of successful 
leaders from all fields of en- 
deavor on behalf of public insti- 
tutions of many kinds fully il- 
lustrates this point. The actual 
fact is that, although profit is at 
the base of our economic life, 
our civilization as a whole has 
had the strong directional forces 
of literally millions of people, 
who have given generously of 
their time and resources to the 
public welfare. 


Assure Maximum Benefits 


We must realize that, for the 
good of even the lowest groups 
(and we, like every other civili- 
zation, have these groups) we 
must retain in this country that 
form of society which will assure 
a continuation of maximum free- 
dom, maximum culture, maxi- 
mum productivity and maximum 
opportunity. We must never lose 
sight of the fact that there has 
been, and must be, no bar in our 
society to a man rising from a 
lower stratum into that group 
of the enterprising which is the 
keystone of our civilization. 

If what I have just said is in 
its general outlines correct, it is 
evident that during the depres- 
sion something has gone decid- 
edly wrong. We were not pre- 
pared, as a nation, for some new 





factor or factors. To my mind 
it seems clear that what took 
place was an assumption of un- 
dreamed of power by a Federal 
Administration which was bent, 
not only on political realignment 
but on violent changes in our 
traditional economic and _polit- 
ical systems. Adjustments must 
be made from period to period 
but they must, to be successful. 
be reasonably within the coun- 
try’s tradition and not more 
than moderately in advance of 
the balance of viewpoint of the 
leadership segment of the popu- 
lation. We have had a mass of 
legislation, most of which has 
been experimental and some of 
which has been inconsistent. 
Nearly all of this has had as‘a 
genesis the thought that the 
Government should guarantee a 
greater security to the popula- 
tion by an enormous increase in 
Federal control and regulation 
and by the redistribution of 
wealth. Most of this legislation 
has been dictated by the execu- 
tive branch of the Government. 

Let us review briefly what has 
occurred. We have had legisla- 
tion to control industry in its 
vital functions, such as prices, 
competition, wages, hours, labor 
relationships and even disburse- 
ment of profits. We have had 
legislation to control the prices 
and production of farmers. We 
have had legislation placing the 
Government in direct competi- 
tion with private capital, espe- 
cially in the utility field. We 
have had legislation relating to 
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the fundamentals of banking, 
securities and the entire mone- 
tary system. We have had legis- 
lation for the lending of Federal 
Government money to various 
forms of enterprise and to home 
owners. We have had legislation 
to guarantee housing mortgages 
by the Government. We have 
developed a vast public assis- 
tance program, including far 
reaching social security legisla- 
tion. We have had a fundamen- 
tal change of thought and action 
with regard to tariff policy. We 
have witnessed much conflict re- 
garding the courts and proposals 
for reorganizing the Federal 
Government. 


General Views 


I do not wish to indicate that 
in my opinion all of this is bad, 
since most men, including my- 
self, feel that some of it has 
been good. These terms bad and 
good are, of course, relative. To 
illustrate what I mean by this, 
I shall give some general views. 
I personally believe that prac- 
tically all of the control legisla- 
tion, applying both to business 
and the farmer, was distinctly 
bad and that Government com- 
petition with private capital was 
foolishly destructive. On the 
other hand some brake on secur- 
ity malpractice was, I believe. 
required. I feel, furthermore, 
that social security legislation, 
whether good or bad in the long 
run, was inevitable. I believe a 
shift in our tariff policy was due 
and advisable, although decid- 
edly inconsistent with all of 
those internal measures which 
tended to raise the costs of pro- 
duction. I am convinced that the 
Government’s influence on _ be- 
half of long-term building mort- 
gages has been beneficial. 

It is natural and proper. | 
think, to ask how some of the 
things which have been men- 
tioned could have happened. I 
believe the most important rea- 
sons to have been as follows: 
People like colorful personalities 
and they like action, particularly 
in time of stress. The underly- 
ing thought of checks and bal- 
ances in Government does not 
weigh heavily when large groups 
in our population are in extreme 
difficulty. Especially since the 
advent of the radio, expressions 
of sympathy and concern for hu- 
manity (and I am in no way 
being derogatory toward such 
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expressions) can gain a great 
following. The trouble is that 
converts can be made for un- 
sound theories, even though fun- 
damentally the pressing problem 
of the time is for private jobs. 
Add to all of this the effect of 
immediate cash advantage to 
literally millions of our people 
and then subtract the natural 
and widespread leadership of 
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the enterprise. This leadership 
can temporarily, and in fact has 
in the past, been undermined by 
blaming the heads of the busi- 
ness system for distress and un- 
employment. The fact that the 
depression came as a result of 
a great war and a period of ex- 
cessive speculation is not so tan- 
gible as attacks, not individually 
but as a group, on leaders in the 
economic phases of the country’s 
life. Add to all of this the or- 
ganization of a powerful labor 
bloc taking a most active and 
partisan position in the political 
life of the nation, and the pic- 
ture is fairly complete. 

Under such conditions the tra- 
dition, philosophy, common sense 
and long-term objectives of the 
world’s best educated and best 
off population can be, and in 
fact have been submerged, at 
least temporarily. I do believe, 
however, that we will not as a 
country digress permanently 
from what seems to me our evi- 
dent and proper line of devel- 
opment. I say this with a full 
realization of the great difficulty 
of turning back. In considering 


our future let us analyze briefly 
why with such power in the 
hands of the Federal Govern- 
ment and why after the expendi- 
ture of such staggering sums of 
money we still have a lack of 
general confidence, millions of 
people out of work and, in the 
heavy goods fields, profitless en- 
terprises. The answer lies, | 
think, in the fears and thoughts 
running through the minds of 
more than a majority of our 
citizens. 

There is the distinct fear of 
dictatorship, with its consequent 
loss of individual liberties. This 
fear is inherent in our tradi- 
tions, in addition to which de- 
velopments abroad have given 
ample evidence of the possible 
consummation for our people of 
trends already well established. 
I feel that I should add here 
that what we consider is proper 
for us is no ground for carping 
criticism of other nations’ forms 
of government. We will do bet- 
ter to expand our energy in 
avoiding ourselves those ex- 
cesses which lead distracted peo- 
ple to accept autocratic rule. 

Contrasted with the fear of 
dictatorship has been our gen- 
eral awakening to the dangers 
of governmental control. The 
failure of this process in a well 
known European democratic 
country has had a distinct shock 
value to us. It is true that ex- 
periments similar to those we 
have had have been tried unsuc- 
cessfully countless times in his- 
tory, in Egypt, Rome and China. 
Few of these, however, have 
come to the attention of large 
numbers of people, whereas the 
modern disaster of extreme 
social legislation has been reg 
ularly in our press for everyone 
to read. 


Fears of Inflation 


Whether properly or improp- 
erly, we have, because of the 
tremendous rise in the public 
debt, instilled fears of inflation 
and the minimizing, or possibly 
even the wiping out, of the as- 
sets on which a large segment 
of our population exists. Joined 
with this is the growing realiza- 
tion that, unless trends of ex 
penditure are changed radically, 
heavier taxes will be inevitable 
Although a large portion of our 
governmental income has_ been 
through hidden taxes, millions 
of citizens are beginning to real- 
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ize, not only the amount of taxes 
collected, but the fact that ex- 
cess taxes inevitably lower the 
standard of living of the people 
as a whole. 

Our nation has been brought 
up on sports, which have added 
not only physical values but a 
sense of fair play. I believe that 
Government competition and at- 
tacks on all those who are in dis- 
agreement with the policies 
which have been followed, are 
on the whole considered by the 
population as poor sportsman- 
ship. In addition, it seems that 
there is a growing realization 
that institutions of all sorts 
must have far-sighted, strong 
and aggressive management in 
order to attain any reasonable 
degree of success for all of the 
people involved. 

There is in the country a 
growing realization that wealth 
is produced, not legislated; that 
private jobs are better than re- 
lief, and that the radical doc- 
trine of class conflict in indus- 
trial establishments, or anywhere 
else, is unsound and undesirable 
as applied to conditions in Amer- 
ica. 


Dawning Enlightenment 


There is a dawning of enlight- 
enment with regard to better 
machinery and new inventions, 
both of which may temporarily 
cause unemployment although 
they inevitably bring lower cost 
production, which induces de- 
mand. opens new markets, raises 
the standard of living and ab- 
sorbs more men in employment 
than originally were displaced. 
There is, furthermore, in lim- 
ited circles, a realization of what 
seems to me a factor of over- 
whelming importance, and that 
is, that attempts to control in- 
ventions or in any way to cir- 
cumscribe the normal activity 
and productivity of the people 
will, with certainty, prevent un- 
foreseen advances which other- 
wise would undoubtedly take 
place just as they have in the 
past. 

Nearly our entire population 
has found out through long and 
bitter experience that capital, 
either personal or corporate, re- 
sponds to coaxing rather than to 
prodding. The public is realiz- 
ing, furthermore, that even 


Government funds cannot com- 
pare in amount or in economic 
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effect with private investment 
and expenditure. In connection 
with this, most students have 
come to the conclusion that ex- 
tensive Government deficit fi- 
nancing has been absorbing too 
much capital and credit. 

People are realizing that 
through propaganda and through 
the natural operation of our en- 
tire system of publicity, there 
has been great over-emphasis 
placed on profits occurring at 
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certain times and in special in- 
dustries and that on the whole 
the return on capital has not 
been so large as to be disadvan- 
tageous to labor. In fact, it is 
seeping into the public conscious- 
ness that labor’s return, which 
has been increasing over a num- 
ber of years as against a declin- 
ing return on capital, is really a 
tremendous percentage of the 
available total. 

An ever-widening circle is 
concluding that the _ so-called 
purchasing power theory is both 
backward and lopsided. It is 
backward because real purchas- 
ing power comes from produc- 
tivity resulting from the bal- 
anced operation of an entire 
economy and never from the ar- 
bitrary assignment of funds to 
one segment of a population. It 
is lopsided because corporations 
buy largely such things as capi- 
tal goods, in which field major 
unemployment lies. Labor, for- 
merly employed or working part 
time on the manufacture of ma- 
chinery, locomotives, power 
plants, etc., is finding out that 
Government largesse based on 











the purchasing power theory has 
not solved its problem. 

After a long period of bewil- 
derment and misconception, the 
public is realizing that discon- 
tent is fomented by paid agita- 
tors who are working against 
our system of free enterprise, 
private property and maximum » 
opportunity. It is certainly true 
that as a nation our thinking 
has shifted decidedly from risk 
for large reward to security, but 
despite this most members of 
our population realize that both 
productivity and self-respect are 
the products of balanced opera- 
tion under orderly conditions. 

People are concluding that 
Government planning; which 
seemed reasonable because of 
the future programs regularly 
set up as a matter of course both 
by families and corporations, 
does not work. We are realizing 
that there are many unpredicta- 
ble influences which make suc- 
cessful central planning of a 
huge and complicated economic 
system impossible without com- 
plete domination by Government 
of both capital and labor. 

In addition to all I have men- 
tioned, I believe that a growing 
proportion of the population is 
beginning to think we had bet- 
ter give attention to the welfare 
and opportunity of our children. 
Parents, and especially mothers, 
want their boys and girls to have 
a chance to rise to a higher level 
than they have attained and to 
live on a better scale. 


Our Responsibilities 


Now let us consider briefly 
the responsibilities of those of 
us who are leaders in business. 
First of all, we must produce 
and distribute better goods, in- 
cluding new products, at lower 
prices. In addition, however, we 
have commitments to our civili- 
zation far beyond those which 
business men have in the past ac- 
customed themselves to shoulder. 
We must study our country’s 
problems, as well as our compa- 
nies’ problems, and then we 
must, fearlessly and without ran- 
cor, tell our employees and the 
public (including teachers, min- 
isters, lawyers, doctors and men 
in politics) what we honestly 
think, and why. There are all 
sorts of issues on which we 
should, by virtue of our daily 

(Continued on page 132) 
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JAMES E. EDMONDS 


MOME of you, I’m almost con- 
~ vinced by what I read of 
debates in Congress over 
the neutrality law and our for- 
eign policy, are potential if not 
actual manufacturers of tricks 
and gadgets which are or may 
be used in the business of war: 
therefore terrible fellows so 
anxious to achieve profits that 
you might even drag us so peace 
ful Americans into war in order 
to create a market. 

I’m very certain some of you 
already have your spot and list- 
ing, and war-time assignment of 
chores, in our War Department’s 
congressionally approved scheme 
of industrial mobilization for na- 
tional defense. We'd be defeated 
before we started if we did not 
have ready to shift over to the 
making of the thousands of items 
of “hardware” requisite for mod- 
ern armies, the great plants and 


skilled organizations of the 
American hardware manufac- 
turers. 


In any event, all may be sure 
that if, when and as, the United 


States ever goes to war, you 
manutacturers will be very busy 
and important people even if you 
are not going to be permitted to 
make money out of it; and, you 
southern hardware jobbers will 
have your hands full in other 
directions. 

For these reasons my _ topic 
may have its interest for you. 
It is fitting, too, that hardware 
men meeting down South these 
days of war and threats of war, 
should hear about cotton. It was 
au hardware man who started all 
this business of cotton, Eli Whit- 
ney, who invented and later man- 
ufactured the early cotton gins. 

When Eli Whitney invented 
his cotton gin, a couple of Brit- 
ishers—-also hardware men—had 
not long previously vastly im- 
proved the machines for spin 
ning and weaving. The British, 
leaders in the industrial revolu- 
tion, stepped promptly to 
mastery of the manufacture of 
cotton textiles, and we Amer- 
icans stepped promptly into the 
position of chief providers of the 
raw material. The British held 
their leadership until it was 
captured from them in recent 
vears by the Japanese. We held 
our leadership until the days of 
the AAA! 


“More Cotton!” 


The British, almost immedi- 
ately the Whitney gin was in 
operation, began to clamor for 
“more cotton!” Out of the ex- 
ploitation of that appetite came 
the vastest developments of the 
Nineteenth Century: The build- 
ing of the modern United States 
and the erections of that stupen- 
dous structure of land-rulership, 









seagoing commerce, and inter- 
nationa! investment which is the 
British Empire. 

And the man who “pulled the 
trigger” for it was that Yankee 
schoolmaster turned hardware 
man, Eli Whitney, who later, so 
aptly, made guns! 


Trouble—Not Profit 


Unhappily the habit of the 
human animal to want to “keep 
up with the Jones’ ”—so prof- 
itable when kept in harness and 
under proper rule—had begun to 
lay the ground for trouble in 
stead of profit. Germany was a 
brash new empire barely 35 
years old. She had come late to 
market for colonial domain and 
international commerce. But by 
1905 the statesmen and indus- 
trialists of that empire were all 
astir and ambitious and were 
“voing places.” Whatever the 
provocative incidents, and who- 
ever hit the first blow the basic 
and underlying cause of the 
World War was the world-wide 
intensifying rivalry between the 
older industrialized British Em- 
pire and the newer and then 
swiftly rising one of Germany. 

None of you need be reminded 
of the general effects of the 
World War. We Americans 
stepped into the gap for 10 false- 
ly glamorous years—with one 
brief setback in the early 1920’s 

and built up, largely by lend- 
ing to our customers directly or 
indirectly, the tremendous vol- 
ume of our international com- 
merce which reached its peak 
in 1928-29. 

But the World War was fol 
lowed briefly by other conditions 

two of them provocative of 
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new wars. The first was the post- 
war effort to put the German 
people in a military and eco- 
nomic strait-jacket. It’s the fash- 
ion now, among some of us, tu 
damn the Allies for the blunders 
of the Treaty of Versailles and 
hold them completely responsible 
for all the current ills of the 
world. It’s the fashion among 
others of us to damn Germany 
and hold her completely respon- 
sible. 

A realistic reading of our own 
American history should bring 
us to a better comprehension of 
the driving needs and fears 
which have been and are impel- 
ling anew to the verge of war— 
to a clearer-eyed, saner, if sad- 
dened view. 

The Civil War was the most 
pitifully and tragically needless 
and avoidable conflict ever waged, 
which had to end in victory for 
the Union. It was followed by 
an actual economic and an at- 
tempted- political punishment 
more severe, relatively, than that 
inflicted on Germany by the 
Treaty of Versailles. 

The South reacted to the acts 
of reconstruction. The North, 
eventually practiced ‘“appease- 
ment” by condoning what was 
done to the war amendments 
south of Mason and _ Dixon’s 
Line and by abandoning the re- 
construction policies. Apply that 
analogy to the Treaty of Ver- 
sailles, Germany, Nazidom, and 
the steps which followed sub- 
sequently up to and including the 
Chamberlain-Hitler agreement 
at Munich of last September. 

The second great provocative 
phase of the aftermath of the 
World War was the state of 
artificially stimulated industrial 
activity in Japan and the world- 
wide impulse among many other 
nations great or small, to be- 
come self-sufficient in industry 
as well as in food as nearly as 
possible. 

The Japanese had been actual 
producers of raw cotton from 
very early times. After their 
numbers began swiftly to in- 
crease, subsequent to their re 
opening to the world in the 
1850’s, they abandoned cotton 
growing to devote their acreage 
to foodstuffs. They learned how 
to use modern spinning ma- 
chinery from British spinner 
teachers. They bought British 
machinery. They discovered 
their people had a singular apt- 
ness for spinning and weaving 
nrocesses. The discovery came 
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coincident with an aroused am- 
bition, based on intensifying do- 
mestic economic need, to do in 
and about the Pacific and Indian 
Oceans what the British, earlier, 
had done about all the oceans. 
This was to build an empire of 
industry and commerce out of 
which could be gained food, 
shelter, clothing for her muiti- 
plying numbers and what else 
might be requisite for the main- 
tenance of a modern great na- 
tion. In the process she felt she 
had to take over, from time to 
time, sections of territory from 
somebody else. 

Even before the World War, 
and intensely afterward, Japan 
stepped precisely in the old trod- 
den footprints of Britain, using 
cotton textiles as the leader in 
building her foreign commerce. 
And she chose as her natural 
markets the teeming billion-odd 
people about the western Pacific 
and the Indian Oceans where old 
Britain had been dominant for 
100 years. In the wake of the 
textiles went everything else 
which Japan’s industrialists 
learned to manufacture, hard- 
ware included. 


The Struggle Begins 


It came, presently, to be a 
struggle between the two all 
down the coasts of Asia, into 
Africa, Australia. It was, as it 
is still, a struggle for profits, in- 
terest on capital invested, pres- 
tige, and “empire,” for existence. 

Then came the great depres- 
sion. Japan, for the ensuing 
eight years, moved into a quick- 
ened tempo of aggressive, in- 
genious, versatile salesmanship, 
trafficking and bartering. She 
moved, also, to amazing efficien- 
cies and economies in manufac- 
turing and into an era of ruth- 
lessly impatient action in Asia. 

In plain bald fact, Japan until 
1935, was besting Britain at the 
latter’s century-old game of mak- 
ing and selling cotton fabrics 
and using them to “lead” all her 
export trade. Then her textile 
advance was stopped. Stopped 
while her population increase 
at the rate of a million a year 
continued; stopped, so the Jap- 
anese claim, largely in result of 
British “propaganda” as_ they 
call it, and British support of 
China’s striving to achieve in- 
dustrialism and unity under 
Chiang Kai Shek. 

The record explains in part, 





Japan’s denunciation of the 
Naval Treaty, the raid on Man- 
churia, in 1931, the later open 
warfare in China, and the ten- 
sion and acrimony between Jap- 
anese and British in all Asia. 

We Americans, too, in all well- 
intended innocence, had our part 
in stimulating Japan to her 
seizure ot Manchuria and her 
later incursions into North 
China. She thought to get there, 
among other needed things, at 
least part of her requisite sup- 
plies of American-type raw cot- 
ton, purchasable with her own 
yen and services instead of with 
dollar exchange, and at prices 
not influenced by farm board im- 
poundings, ‘“plow-ups,” above- 
value government loans and crop 
limitations. 

“We must expand or starve!” 
the Japanese will tell you. Quite 
realistically, they’d prefer to 
have somebody else starve, or 
even kill somebody else, rather 
than have themselves starve at 
home. In mid-1937 they struck 
in China. You know what has 
happened since in Asia. There- 
about, you will be told by British 
and by Americans that the war 
in China and on Chinese soil is 
just a skirmish in the great eco- 
nomic struggle between Britain 
and Japan for the markets and 
for mastery—“East of Suez.” 

I was plainly told by a distin- 
guished Japanese newspaper 
man: “If our military men were 
quite sure that the United States 
would not come im on Britian’s 
side, they would bring matters 
to a head with her at once. . 
take Hong Kong, they say in 
four days, Singapore in four 
weeks, Australia in four months, 
end this Chinese incident and de- 
cide the fate of Asia!” 

“Where,” I asked him, “would 
the British Navy be all the 
while?” He answered promptly, 
“Mussolini, they are sure, would 
not let it come through the 
Mediterranean!” 

Tragically the same impulses, 
in varying measures, drive Ger. 
many and drive Italy—the des- 
perate need for raw materials— 
cotton, oil, foodstuffs, for outlet. 
for productive energies, for bread 
and meat for their packed and 
jammed millions with nowhere 
else to go. Britain and France 
bar the way to the empty space 
of Africa; we to the empty space 
of Latin America, having no 
more room within our own 
limits. Hence the complex, 

(Continued on page 136) 
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UNIVERSAL CLEAN Air CLEANER 


Thousands of Dealers are MAKING 
MONEY with it.. Fou | can i ales 
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ITS A NATURAL 


In spite of its low retail price UNIVERSAL gives you up to 50% PROFIT 
. permitting a liberal trade-in allowance with more than full regular 
profits maintained. 


IT'S NOT AN EXPERIMENT — BUT A TRIED AND PROVEN BUSINESS 
BUILDER — AND HOW IT SELLS! Since its introduction last year thou- 
sands of women have approved the UNIVERSAL through their purchases— 
and thousands more are in the market for one right now! The UNIVERSAL 
is priced right to bring long profits to the Dealer. True, other machines 
have a lower retail price—BUT JUST COMPARE THE MERCHANDISE 
AND YOUR NET PROFIT. 


HERE IS A QUALITY CLEANER THAT RETAILS FOR ONLY $59.95 
($20 to $25 less than comparable cleaners) THIS PRICE INCLUDES 
ALL ATTACHMENTS. Spring housecleaning time is just around the 
corner and so are some pleasant profits for you if you—GO UNIVERSAL. 


Write us or your jobber for full information and 
details on this sensational UNIVERSAL product 
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CLEANS e SHAMPOOS 
DEMOTHS @ WAXES 
DUSTS ¢ DEODORIZES 
SPRAYS ..... AND 


PURIFIES 
THE AIR 
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everywhere 
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1939, and the sun is nearing the horizon. 

Several boys are tossing a baseball about 
in the street in front of the Johnson Hard- 
ware Company’s store. Frank Johnson, owner 
of the store, is standing near the entrance 
door watching the boys and immediately be- 
hind him are Jim Casey and Charlie Morgan. 
his clerks. Mr. Johnson glances at the boys 
and smiles. 

MR. JOHNSON: “Look at those kids! 
Always throwing a ball around, always on 
the move. Couple of ’em look as though they 
have the makings of real ball players. That 
reminds me, it’s been a long time since we 
had a window display on baseball equip- 
ment.” 

CASEY: “Yes, it has. But we'd better not 
wait much longer. Been reading that article 
in the April 20 issue of HARDWARE ACE about 
the Baseball Centennial that’s in progress this 
year. It says that there will be big doings 
around about the week of June 12 and that 
that’s the ideal time for window displays 
featuring baseball equipment.” 

MR. JOHNSON: “You're right, Jim. | read 
that article myself last night and I think that 
a good display on baseball would help us a 
bit. Matter of fact. | saw Mayor Jones this 
morning and started the ball rolling for a 
Centennial Celebration in this town this sum- 
mer. The Mayor is going to appoint me a 
member of the executive committee. It should 
build up a bit of good will for us. give us 


| is 5.45 on the afternoon of April 24, 


some good advertising and bring in some 
extra profits in the bargain.” 

CASEY: “Speaking of advertising, did you 
read that story about Turner’s opening in 
Stockton, California? The firm took over an 
18-page section in the local paper, advertised 
the new store and 18,000 people visited it on 
the day it opened. This isn’t a new store but 
the special section idea of advertising sort of 
appeals to me. Might not be a bad idea for 
us to try some time.” 

MR. JOHNSON: “Good idea Jim, Ill think 
it over. An 18-page section is a bit steep for 
us but we could tell a lot in four pages and 
right now would be a good time to do it with 
all of that lawn and garden equipment on 
hand. Wonder how it would do to feature 
major appliances a bit while we’re at it?” 

CASEY: “You'll never go wrong featuring 
major appliances at any time. Did you read 
that article in the same issue about the Koll- 
meyer Hardware Co. in Fremont, Neb.? 
There’s a firm that plays up major appli- 
ances to a fare-you-well! Always have a dis- 
play on them. advertise them whenever pos- 
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sible and use them to suggest extra sales of 
dinnerware and various items for the kitchen. 
And to top it all off, Kollmeyer’s masses its 
major appliances up near the front door 
where they can’t be missed. And do the 
women customers love it! 

MORGAN: “Sounds sort of funny coming 
{rom a young, unmarried fellow like me, but 
it's the women’s trade that builds up any 
business these days. That April 20 Harp- 
wArE AGE had a corking article by Lucille 
Schuster on that very point. Told how the 
women are the purchasing agents of the 
American family and gave some mighty good 
pointers on how to get them to come to your 
store .. . and keep them coming there. Better 
read it.” 

MR. JOHNSON: “lve read it all right, 
Charlie. I’ve read the entire issue as a matter 
of fact. I always do. By the way, Charlie, 
as long as you.re admitting the fact that you 
are young why not become a specialist in this 
business. Read that series on “Taking the 
Mystery Out of Builders’ Hardware.” Read it 
carefully and go over the back issues. The 
more you absorb on that subject the more 
value you will be to this firm and to your- 
self. Become a builders’ hardware engineer 
and you'll have a real future for yourself. 
| can’t over-emphasize that point.” 

CASEY: “You're right, Mr. Johnson, it’s 
the specialist that has the future these days. 
And while you are on the subject of spe- 
cializing, that issue certainly concentrated on 
the subject of the importance of the ladies. 
Some stores certainly do go after their trade. 
| read there that Louis Hanssen’s Sons in 
Davenport, Iowa, even sells candy and nuts 
‘to attract them. And it’s an idea that gets the 
business for Hanssen’s.” 

MR. JOHNSON: “Any idea or any depart- 
ment that brings the women into a store is 
sound and logical. Incidentally, | see it’s the 
last article of that series on what the manu- 
facturers and wholesalers are doing for Na- 
tional Hardware Week. I'll have to check up 
on it in the morning and order some of that 
special merchandise for the week. Well, the 
other fellows have done their part and I guess 
it’s up to us retailers to put the week over 
with a bang. By the way, Charlie, I read that 
Alexander Hamilton was once a hardware 
clerk. Read up about builders’ hardware and 
maybe some day people will say that Charlie 
Morgan was once a hardware clerk. Well. 
suppose we call it a day and go home to din- 
ner? Let’s lock up.” 

(Mr. Johnson and his assistants lock up the 
store and all three exit into the gathering 
dusk.) 
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No. 14-C, CRYSTAL; No. 14-0, OPAL; No. 14-G, GREEN 


A practical item at low cost. Length 18 in. 7/16” diameter. Nickel plated brackets. Available in Crystal, 
Opal (white) and Green. Packed one dozen of one color Bar and two dozen fittings to the inner 
carton, | gross to corrugated shipping carton. Weight 4 Ibs. per dozen. Can be retailed for 10c. 
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No. 62-C 


A sturdy Bar. Double-purpose use—full length, as illustrated, for towels; or with brackets moved 
toward center, using ends for wash cloths. Length 24 in. Diameter 11/16“ with ball-ends. Heavy nickel 
plated brackets. Available in Crystal only. Packed one dozen Bars and two dozen fittings to ship- 
ping carton. Weight 12 Ibs. per dozen. An unusual 25c retail value 











No. 70-C, 71-C, 72-C 


A fine quality bent-end Crystal Bar, full 3/4 diameter. Polished Chrome plated brackets permanently 
spun on Bar ends. One complete Bar with fittings and screws in individual carton; one dozen sets 


to shipping carton. Never before offered for less than $1 retail. 


No. Length Weight per doz. sets Suggested retail price 
70-C 18 in. 16 Ibs. 59c 
71-C 24 in. 20 Ibs. 69c 
72-C 30 in. 23 Ibs. 89 


Order NOW from your wholesaler 


(Kk 


- « © «© A Glass Bar for Every Purpose + + « -» 
KIMBLE GLASS COMPANY -::-:> VINELAND, N. J. 
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are too slow in offering new mer- 
chandise aS it appears on the 
market. Very olven the chain o1 
department store has had the 
cream vl tune vusiness vn new 
items before the whoiesaier has 
it in his catalog or the retailer 
has it on his counters. Both of 
them are siow in sensing chang- 
ing trends. 

Manutacturers, wholesalers 
and retailers alike, must come to 
recognize that consumer demand 
is constantly changing. Some of 
the causes for these changes are 
so fundamental as to affect our 
entire community and social life. 
They must determine what thes« 
rrends are, and shape merchan- 
dising policies to go with them 
not against them, and not inde- 
pendently of them. 

Hardware retailing today is a 
science just as any other form 
of successful retailing. It is a 
challenge to the best there is 
in us. 

Look at some of the hardware 
stores today. I ask you if they 
are on a par with the stores with 
which they are obliged to com- 
pete every day in the year. Their 
very appearance, some of them 
at least seem to shout to the 
consumer—“Don’t buy here— 
This place is overstocked with 
the things you don’t want, and 
the prices are too high.”’ Do you 
wonder that business is going to 
chain and mail order stores? 


Average Ages 

The average age of the con- 
sumer of the United States is 
about 26 years. Half of the buy- 
ing public in this country today 
have grown up in an age of mod- 
ern merchandising. They are 
chain store, mail order store and 
department store _ conscious. 
They read advertising. They 
watch for it and depend upon it 
as their buying guide. They 
know values. They know what 
they want, and they know that 
service is expensive, that a lot 
of it is needless and they posi- 
tively refuse to pay for it. 

The buying methods and man- 
agement policies of a great many 
retailers today are nothing more 
nor less than the whiskers of 
tradition that have not been 
shaved off the face of modern 
merchandising. 
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Pp roblems, Responsibilities and Obligations 


(Continued from page 61) 


The hardest lesson that a re- 
tailer kas to learn is that the 
consumer is boss, that he has a 
certain obligation in serving his 
community, that there are cer- 
tain responsibuities connected 
with it, and that his own per- 
sonal opinions, his likes and dis- 
likes are not absolutely essential 
to the success of his store. He is 
too much a storekeeper and too 
little a merchant, and in some 
cases dves not even do a good 
job of keeping store. 


Common Sense Needed 


A great many of those retail- 
ers are driving business away 
from the hardware stores today 
by substituting arithmetic for 
good hard common sense. There 
are a lot of dealers who insist 
that selling prices should be 
arbitrarily based on costs. If he 
needs 35 per cent margin tc 
make a profit in his store, he 
tries to get that on every item 
that comes into his store, when 
as a matter of fact the very com- 
petition about which he is con- 
tinually howling have gone on 
the theory that hundreds of the 
fast-turning staple items will 
turn faster and make more profit 
during the year, if priced on a 
lower margin. This competition 
has left nothing unturned and 
nothing undone to impress upon 
his customers this very fact. A 
glance at the advertising in any 
daily newspaper will show you 
how many hardware items are 
involved. 

Then again, a great many of 
these average retailers all over 
the country still cling to the old 
idea that because of the fact 
that they do not have chain store 
or mail order competition in their 
own towns that they can set 
their own selling prices. In this 
day of automobiles and good 
roads, the large buying centers 
are only a matter of one or two 
hours away. One or two items 
at the wrong price, and the 
whole store suffers in that com- 
munity. Wise is the retailer who 
awakes to this fact before it is 
too late. 

Mr. Average Retailer has a 
buying power complex. He is 
continually lamenting the fact 
that he does not have the buying 
power of the chains and the mail 









urder systems. 1 have made the 
statement in several state con- 
ventions the past winter that the 
average retailer can buy 75 per 
cent of his merchandise trom his 
wholesaler at prices that will en- 
able him to meet his competi- 
tion and still make a profit. The 
other 25 per cent is made up of 
the items I mentioned just a 
moment ago, items on which he 
tries to get an excessive mark- 
up, on which he does not know 
his competition and most of 
them are fast-turning, staple 
items. 

Too many retailers in this 
country are buying too much 
freight and discount. They 
heave a sigh of satisfaction when 
they have concluded a long argu- 
ment to save an extra 5 per cent, 
they buy more merchandise than 
they need to rest with what 
they already have. All the time 
their more aggressive competi- 
tion are buying as a matter of 
routine what they need and can 
sell, and spend the extra time in 
taking business away from 
them. 


Spreading Purchases 


Some retailers will not let the 
manufacturer and_ wholesaler 
help them when they are so dis- 
posed. Instead of concentrating 
their purchases with a selected 
few who could take care of them 
and keep them in business, they 
know more manufacturers and 
wholesalers salesmen than could 
ride through the town in a two- 
hour parade. 

He buys bargains from all of 
them, he has duplication of 
lines, too much investment, he 
slows down his turn, while his 
competition is buying and order- 
ing systematically, and selling 
while he buys. Too few retailers 
have learned the lesson that it is 
far more important to turn mer- 
chandise into money than to turn 
money into merchandise. No 
branch of our system can make 
a net profit until the merchandise 
is finally in the hands of the con- 
sumer. 

By reason of this practice, this 
retailer buys in too small quan- 
tities, quantities that are not 
economical for either manufac- 
turer or wholesaler to handle. He 
times his buying with the visits 
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THE Onby BRUSH-RESTORER THAT HAS 
— 


BEEN NATIONALLY ADVERTISED FOR YEARS 


Savabrush doesn't merely sell you America’s 
ORIGINAL brush-restorer! Savabrush does some- 
thing about moving out of your store after it 
moves in. Savabrush is advertised nationally in 
such big-league magazines as The Saturday 
Evening Post, Better Homes & Gardens, American 
Home, Parents’ Magazine. Result? National brand- 
acceptance! National brand-demand! That's why 
it is only good sales-sense to stock up and hook 
up! Schalk Chemical Co., Los Angeles, Chicago. 
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of salesmen, rather than when 
he is out of staple, fast-turning 
merchandise and lost sales are 
the result. 

He does not keep faith with 
his supplier. In cases of highly 
competitive items on which he 
has been given a lower price, he 
sometimes tries to pocket the 
difference rather than passing it 
on to the consumer as was in- 
tended, and the purpose is de- 
feated. 


A Poor Advertiser 


Finally, Mr. Average Retailer 
is a notoriously poor advertiser. 
In every hardware store in this 
country there are hundreds. of 
items that are infinitely better 
values than those to be found on 
the counters of the chain and 
mail order stores. How do his 
customers, these modern custom- 
ers who are advertising con- 
scious know about them unless 
he tells them? 

Figures from our National Re- 
tail Association show that re- 
tail hardware dealers of this 
country—the best ones, are only 
spending from ¥% to 1 per cent 
of their total sales for advertis- 
ing in one form or another. Con- 
trast this with the figure for the 
department store, the mail order 
store, and the window leader 
mark-downs of the variety 
chains. 

In the beginning of this dis- 
cussion I tried to give you some 
very interesting sales figures— 
a comparison of sales for the 
years of 1937 and 1938. Hard- 
ware dealers had a decline of 10 
per cent, chains of all kinds 5 
per cent, and the two leading 
mail order concerns only 3.8 per 
cent. I wonder if there is not 
some connection between thes2 
sales figures and the subject of 
advertising. 

At last we are waking up. Na 
tional Hardware Week is a step 
in the right direction. Before I 
get further into the discussion 
of hardware store advertising, I 
want this opportunity to thank 
manufacturers and wholesalers 
of this country for the splendid 
cooperation they have given the 
movement this year in special 
merchandise and in advertising. 
I am saving this, not only on be- 
half of our National Retail 
Organization. but with all the 
earnestness I can command as a 
retail dealer who is vitally inter- 
ested in seeing this and all other 
movements of its kind get the 
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momentum that they really de- 
serve. 

The more | think of the de- 
velopment of this program, the 
more thoroughly I am convinced 
that it cannot be carried to a 
successful climax without the 
help of you as manufacturers 
and wholesalers. The retailer 
has neither the talent nor the 
money to do it. You can awaken 
them to a new realization of 
their positions, and their impor- 
tance as an outlet for the things 
you make and distribute. 

1 sincerely hope that in your 
deliberations during this meet- 
ing and your next convention in 
October, you may be able to de- 
velop some plan that will] not 
only give this movement the suc- 
cess it deserves, but that some- 
thing may come out of it that 
will in the future make it easier 
for the hardware dealer to ad- 
vertise your products and his 
store as the logical place to buy 
them. Some program that will 
advertise the hardware store 52 
weeks in the vear instead of one 
special event. 

It would seem to me that there 
is today a definite need for a 
campaign of educating the con- 
sumer to buy merchandise of a 
better quality, this would mean 
better distribution of nationally 
known brands, more margin and 
less grief for the retailer. 

Whether the retailer and the 
public in general would be bet- 
ter off if one-half of the retail 
sales did not have to carry the 
expense of the other half, is a 
debatable question, and I am not 
prepared to settle it here. There 
are two sides to it. 


Bargain Prices 


Be that as it may, the public 
is offered a lot of merchandise at 
bargain prices these days, day 
in and day out. I have already 
indicated that the public re- 
sponds to advertising — most of 
them have grown up in an age 
of it. They are price wise and 
follow low prices. 

The “showmen” in retailing 
today move from one selling 
event right into another. They 
never fail to capitalize on all the 
special seasons of the year, such 
as January Sales, Paint-Up and 
Clean-Up Week, July Clearance, 
August Bargain Carnival, Moth- 
er’s Day, Founders Day, Rum- 
mage Day, Thanksgiving and. 
last but not least, the Christmas 
Season that would pull any hard 





ware store out of the hole if the 
proprietor would only get the 
spirit of the thing and do some- 
thing about it. 

1 hope to see the day in the 
future when more manufacturers 
and wholesalers may develop 
more sale promotion plans that 
will help the retailer, and induce 
him to use them. I firmly believe 
that the money for financing 
such a program could be saved 
by the elimination of expensive 
folders, booklets, and window 
displays that are never used and 
are cluttering up hardware 
stores today. 

By this time you are saying 
that I have done a lot of talking 
and have presented a lot of prob- 
lems, but offer no solutions. With 
all that has been done, I don’t 
believe that any of us have done 
the very best we could do—and 
I have dared to set up a program 
summarizing in few words what 
I have tried to say. 


What They Should Do 


The manufacturer should: 

1. Instead of spending huge 
sums of money to create a de- 
mand, spend some of that money 
in consumer research to find out 
what the demand really is. Be- 
fore compelling the wholesaler to 
stock merchandise, be sure that 
it is really what the retailer 
needs to satisfy the demands of 
his customers. 

2. Be fair in sales policies, 
selling on the same basis to all 
distributors alike, quality and 
quantity considered. 

3. Study merchandising and 
consumer trends continually and 
stop as near as possible the 
dumping of discontinued mer- 
chandise to outlets in direct com- 
petition with hardware retailers. 

4. So far as is economically 
possible. furnish sales and pro- 
motion helps to retailers on as 
low cost basis as possible. - Fur- 
nish expensive display material 
only to those who will ask for 
it and agree to use it. 

The wholesaler should: 

1. See to it that buyers are 
informed on the competitive 
problems of the retailer, and buy 
backward from the established 
retail price in order that the re 
tailer may be competitive and 
the steady flow of merchandise 
may not be stopped. 

2. Reduce selling expense 
through the elimination of un- 

(Continued on page 122) 
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PLEASE PASS THE 


The outdoor season brings a ready 
market for the new, popular-priced 


Thermos Food Jars. 


@ These handy containers keep semi- 
solid foods and liquids cold or hot for 
many hours. The same over-all size a- 
regular Thermos brand vacuum bot- 
tles, the pint jar can be carried in a 
workman’s lunch kit and the quart jar 
in a picnic case. 

At a retail price of only $1.89 for the 
pint size, and $2.69 for the quart, every 
picnicker and camper will want one or 
more. Conveniently 
wide mouthed, with alu- 
minum cup for serv- 
ing, and aluminum 
breast. Heavy glass 
filler, cnshioned be- 
tween rubber collar 
and shock absorber. 


LOOK FOR THE NAME 


THERMDs 


AOt MARE BG UE PAT OFFICE 


ON THE BOTTOM OF THE VACUUM WARE 





It’s the registered trade mark of 


THE AMERICAN THERMOS BOTTLE COMPANY 
NORWICH, CONNECTICUT 


Thermos Bottle Co., Ltd., Toronto © Thermos Limited, London 


STATED CAPACITIES ARE APPROXIMATE 
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RETAILS AT 


NORTON 
EXCELLENT 
VALUE 
SCREEN 


DOO? 


NORTON 


STRONG—PR EC 
by the largest exclusive 
of door contro 


,— 


1SION BUILT 
manufacturer 
lling devices in the world. 


The No. 4 is a durable long-life 
screen door closer. Made of seamless 
The 


bracket, spring holder and hinge 


brass, the tube will not rust. 


plate are heavy steel stampings 
which will not break. Special pis- 
construction assures constant 
It is packed in individ- 


ton 
checking. 
ual cartons with full attachment 


instructions. 





Model No. 04 has been simplified. 
It requires but two-thirds as many 
parts No. 4, yet benefits by 
the same expert workmanship and 
While of- 
fered at a surprisingly low price, 
No. 


for satisfactory service. 


as 
high-quality materials. 
04 carries a fine reputation 


It, 


comes in individual cartons with 


too, 
instructions. 


Consult Your Jobber or Write to 


NORTON DOOR CLOSER CO. 


Division of the Yale & Towne Mfg. Company 
2900 N. Western Ave., Chicago, Illinois 
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CLIMAX 
popular price 
BOTTLE 
CAPPER 






STOCK UP NOW FOR 
THE PEOPLE WHO 


“Bottle Their Own 


Mother thinks in terms of fruit juices, 
catsup, etc. . . . the kids’ minds revel in 
thoughts of root beer and soft drinks . . . and as for 
dad, maybe a thought sneaks in about good old home 
brew! Climax leads the world in sales—because it 
makes home bottling a simple, easy matter. Sturdy steel 
construction throughout; large, extra leverage handle. 
and a big flat base that prevents spills. Climax Cappers 
are favorites in the capper field . . . and the season’s 
just opening! Get ready for a profitable summer. 


It’s a snap to sell these related items 












































SYPHON FILTER 
Single operation syphons 
and filters all types of 
home - made _ beverages. 
Eliminates messy ama- 
teur operation. Packed 
in neat display carton. 





SUGAR METER 
Just nudge the plunger. . . 
an exact half-teaspoon pours 
out. Has year ’round uses. 


JELLY STRAINER 


Easy to use. Sturdy, clean, 
mercerized bag fits snugly 
Heavily nickel-plated. Rust- 
proof. Six dozen to carton. 


strainer ring stand. 
- resisting metal 


over 
Corrosion 


legs fit any size saucepan 
Packed in display carton. 
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ADVANCES 


Poultry Netting. Tin. 
Some Sizes Spring Toggle Bolts. 


DECLINES 


Fruit Jar Rings. 


Brass. Copper. 


One Number Casement Operator. 
Celluloid Harness Rings. 
Some Sizes Spring Toggle Bolts. 
Some Copper Products. 


PRICES REAFFIRMED 
Snow Shovels, Pushers. 
ADVANCES EXPECTED 
Cut Shellac. 


Poultry Netting—Poultry net- 
ting prices have been advanced 
about 4 per cent by leading manu- 
facturers. Dealers’ discount in 
L.C.L. amounts is now 33.4 per cent 
from lists. At the same_ time, 
heavier nettings of 18 gage and 
larger, used chiefly for fur farm en- 
closures or concrete reinforcement, 
were advanced to 32 per cent dis- 
count. 

% * * 


Insect Screen Cloth—Leading 
makers of wire cloth announced new 
schedules about April 17, establish- 
ing list prices on all steel, bronze 
and copper cloth at double the 
dealer schedules which were last 
issued, in March. Discounts have 
been increased correspondingly, so 
that no change in the net resale 
prices has been effected. 


* * * 


Fruit Jar Rings—A 5 cent 
per gross reduction has been an- 
nounced on fruit jar rings. 


* *% * 


Casement Operator—John §S. 
Gullborg Mfg. Co.. Chicago, IIl., 


MAY 4, 1939 


has announced that the price of its 
Model 20 Casement Operator has 
been reduced from $1.85 list to $1.80 
list. 
* * * 
Celluloid Harness Rings 

The Covert Mfg. Co., Troy, N. Y., 
line of celluloid harness rings is 
down 10 per cent with no change on 
other harness ornaments. or on the 
new line of plastic rings. 


* * x 


Snow Shovels, Pushers—New 
prices announced April 1 showed no 
change for the 1939 fall season in 
snow shovels. List prices, however. 
on standard models of snow pushers 
have been reduced $2.00 per dozen 
on 18 and 24 in. sizes. and $6.00 
per dozen on 30 in. 


* * * 


Toggle Bolts—April changes 
were made both in lists and dis- 
counts on spring toggle bolts, to- 
gether with some changes in pack- 
age contents. List prices per 100 
were advanced a shade on small 
sizes, but list increases ranged up to 
about 30 per cent on the largest 


sizes. The trade discount. however. 
was dropped about 18 per cent, 
leaving net prices lower on small 
sizes, increased on larger sizes, and 
not much changed on intermediate 
numbers. 
* * aa 

Electrical Sundries—Among 
recent price changes, other than 
those on electrical copper wires. are 
some downward revisions, due to 
copper, in lamp cord. and in aerial 
wire. Certain small sizes of thin- 
wall conduit were reduced about 
2% to Tl per cent on April 15. 


* * * 


Paint Lines—The spread of 
spring “clean-up, paint-up” cam- 
paigns to more and more cities each 
season gives a great impetus to 
April and May sales of paints and 
cleaning supplies. Both manufac- 
turers and jobbers report paint lines 
selling well ahead of 1938. Paint 
prices generally are steady. On 
shellac the foreign situation is 
bringing about a firmer market. 
Prices on cut shellac will likely show 
an upward trend before long. 


= * * 


Commodity . Prices — During 
the April 22 week, domestic copper 
dropped another 34 cent per pound. 
The recent series of price reduc- 
tions has set custom smelters’ quo- 
tation at 10 cents. The reduction 
did not stimulate much increase in 
buying, and purchases are confined 
to immediate requirements. The 
1938 low for domestic copper was 
9 cents, in effect from the middle 
of May to the latter part of June. 
when a gradual markup carried the 
price to the 1114-cent level. Tin 
prices rose in world trading. and 
reached 48.1 cents on April 24. 
Last year’s “low” was 35 cents. 
Lead has fluctuated up and down 
about 1/10 cents per pound, but 
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“The Hardware Age Blackboard 


Of Wholesale Hardware Sales and Collections on Accounts Receivable 
By Geographic Regions, For February, 1939 


COMPILED BY THE BUREAU OF FOREIGN AND DOMESTIC 
COOPERATION WITH THE NATIONAI 


COMMERCE I S 
ASSOCIATION OF 


DEPARTMENT OF COMMERCE IN 
CREDIT MEN 


Percent** of collections 
during month to 
account receivable at 


eb 93° or 
F 1939 ing of the month 


percentage 


Regions* 


Jan Feb Feb Jan 

1939 1939 1938 1939 
NEW ENGLAND é 639 y 47 42 49 
MIDDLE ATLANTI¢ 3,975 ‘ 44 44 48 
EAST NORTH CENTRAL 4,562 0 49 46 
WEST NORTH CENTRAI 3,362 43 40 
SOUTH ATLANTI( 2,549 45 43 
EAST SOUTH CENTRAL 10,464 48 47 
WEST SOUTH CENTRAI 2,322 61 Ly 
MOUNTAIN 3) 991 52 50 
PACIFI( 4 0s) 5: 48 


UNITED STATES, TOTAI 33,030 4f . 46 








‘States comprising regions: 
New England (Conn., Maine, Mass., N. H., R. L, Vt.) Ww 
Middle Atlantic (N. J., N. Y., Pa.) 
East North Central (Ill., Ind., Mich., Ohio, Wis.) 
West North Central (lowa, Kan., Minn., Mo., Neb., N. D., w 
8. D.) 


**These figures should not be related to sales figures for current month. They represent only ratio of collections during that month 
to accounts receivable at beginning of month. 





— Atlantic (Del., D. C., Fia., Ga., Md., N. C., 8. C., Va. 
a.) 


East South Central (Ala., Ky., Miss., Tenn.) 
West South Central (Ark., La., Okla., Texas) 
Mountain (Ariz., Colo., Idaho, Mont., Nev., N. M., Utah, 











yo.) 
Pacific (Calif., Ore., Wash.) 


there been a gain which brings the 
average rate there up three points 


April 20, and one or more half-cent 
decreases have been reported on 


demand is rather steadily increas- 
ing. On April 21, hides were 6.2 





per cent higher than a year ago, 
rubber was up 24.3 per cent, and 
silk was sharply higher, 53.9 per 
cent. 

* * & 

Copper Products, etc.—Fol- 
lowing the metals markets, solder 
prices have been advanced about 34 
cents per pound, and manufacturers 
of electrical wires have made re- 
ductions on bare, magnet, and 
weatherproof wire, corresponding to 
ingot copper declines. Leading cop- 
per and brass mills also have issued 
new lists reducing brass and cop- 
per product base prices, including 
sheets, by 4% to % cents per pound 
on each copper move. The total 
recent drop on copper, to 
April 20, was one cent per pound. 
Copper tubing was 


sheet 


reduced on 
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soldering coppers. 


* * * 


The coal tie- 
up is having a more marked effect 
on the steel situation. Steel com- 
panies continue to put coal conser- 
vation measures into effect. So far, 
the influence on steel production 
has been small, but in some cases 
steel companies are dipping into 
stocks of semi-finished steel and 
curtailing output of ingots propor- 
tionately, says the April 27 issue of 
The Iron Age. Steel ingot produc- 
tion has declined two points to 481% 
per cent and may go slightly lower 
during May under the influence of 
declining demand and the restric- 
tions on output dictated by coal 
economy. Only at Pittsburgh has 


Steel Volume 











to 45 per cent, but such a fluctua- 
tion is likely to occur frequently 
while operations are being kept in 
close alignment with orders. The 
Iron Age scrap composite price is 
9 cents lower at $14.33. 


* * * 


G. E. Sales Increase—Sales 
billed by the General Electric Co., 
Schenectady, N. Y., during the first 
quarter of 1939 amounted to $68.- 
537,269, compared with $65,086,557 
during the same quarter last year, 
an increase of 5 per cent, President 
Gerard Swope announced recently. 
Orders received during the first 
quarter of 1939 amounted to $86,- 
882,953, compared with $65,376,400 
for the same quarter of 1938, an 
increase of 33 per cent. 
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Westinghouse Orders Increase 

Orders booked for the first quar- 
ter of 1939 by Westinghouse Elec- 
tric & Mfg.. Co., Pittsburgh, Pa.. 
were up nearly 32 per cent over 
the same quarter last year, accord- 


dent 


ing to an announcement of Presi- 
George H. Bucher. Orders 
booked for the first three months 
were $50,120,832 as compared with 





$37,998.569 for the same period in to the 


1938. 





Vational Lead Co. 
National Lead Co. reported at its 
recent annual meeting that sales in 
the first quarter were about equal 


quarter of 





Sales 


1938, but 


(Continued on page 142) 


SALES OF 2,006 INDEPENDENT HARDWARE DEALERS IN 39 STATES 


States by Regions 


Vew England 
Connecticut 
Maine 
Massachusetts 
New Hampshire 


Viddle Atlantic 
New Jersey 
New York 
Pennsylvania 


Kast North Central 
Illinois 
Indiana 
Michigan 
Ohio . 


Wisconsin 


West North Central 
lowa 
Kansas 
Minnesota 
Missouri 
Nebraska 
North Dakota 
South Dakota, 


South Atlantic 
Florida 
Georgia 
South Carolina 
Virginia 
West Virginia 
East South Central 
Alabama 
Kentucky 


Tennessee , rave 


West South Central 
Arkansas 
Louisiana 
Oklahoma 
Texas 


Vountain 
Arizona 
Colorado 
Idaho 
Montana 
New Mexico 


Pacific 
California 
Oregon 
Washington 


TOTAL 


Chicago 

Los Angeles 
St. Louis 

San Francisco 


Number 
of Firms 


March, 1939 


Sales Reported 
Percentage Change 
From From 





Dollars 

















Reporting Var. 1938 Feb. 1939 Mar., 1939 Var., 1938 Feb., 1939 
37 pa + 15.6 257,143 278,122 222,408 
9 8.1 +23.2 40,631 44,202 32,988 
7 22.7 - 3.0 21,253 27,493 ores *s* 
14 6.1 + 88 102,573 109,288 94,308 
5 10.1 +30.7 71,176 79,133 54,467 
239 3.1 +40.9 963,019 994,006 683,657 
1] r 3p +39.4 49,151 47,706 35,270 
36 oa +30.9 143,493 151,466 109,609 
192 3.1 +43.0 770,375 794,834 538,778 
517 aa +47.3 2,159,575 2,326,072 1,465,757 
139 49 +60.4 620,422 652,084 386,767 
68 4.0 +63.7 327,006 340,491 199,768 , 
32 7.1 +39.7 96,805 104,185 69,314 
153 3.4 +35.9 678,226 702,104 499,047 
125 17.) +40.6 437,116 527,208 310,861 
372 4.0 +57.6 950,297 989,385 602,950 
87 3.0 +47.3 295,468 304,620 200,557 
88 - 78 sain. 197,317 214,101 115,350 
30 - 5.6 +60.6 106,341 112,667 66,205 
88 38 +61.0 226,233 235,230 140,554 
64 + 5.0 +58.3 104,391 99,412 65,947 
9 218 +38.4 12,701 16,245 9,178 
6 +10.4 +52.1 7,846 7,110 5,159 
93 + 6.0 +37.0 597,380 563,326 436,125 
29 + @3 +14.3 155,268 155,058 135,880 
28 +24.4 +49.0 144,772 116,412 97,138 
1] + 88 +45.0 132,077 121,447 91,069 
10 - 7.3 +41.9 78,277 84,403 55,161 
8 3.1 +81.2 25,333 26,140 13,979 
44 ~ oo +47.5 265,199 252,176 179,836 
22 +20.1 +44.7 120,865 °* 100,660 83,516 
10 -14.0 +38.2 47,891 55,710 34,657 
ie 9 - 0.3 +56.7 87,405 87,669 55,781 
16] 0.2 + 32.0 888,153 889,634 672,781 
26 rT 20 +51.6 136,709 133,112 90,169 
5 0.8 + 28.4 28,731 28,494 22,371 
15 + 2.0 +29.8 336,732 330,216 259,471 
85 3.0 + 28.3 385,981 397,812 300,770; 
120 + 13 +35.5 707,217 698,094 522,065 
16 +11.9 +23.1 239,847 214,431 194,842 
39 68 +57.9 139,872 150,088 88,588 
22 - 7.6 +64.5 93,280 100,961 56,701 
22 se +34.6 118,357 116,401 87,903 
8 - 6.3 +19.1 71,427 76,195 59,957 
123 78 +32.5 2,046,898 1,897,134 1,545,175 
342 oro +28.7 1,502,166 1,394,140 1,167,523 
35 ria2 +348 182,765 161,400 135,600 
16 + 6.0 +49.5 361,967 341,594 242,052 
2.006 - 0.6 +39.6 8,834.88 1 8,887,949 6,330,754 
19 + 0.9 + 36.0 57,983 57,467 42,649 
46 + 8.6 +49.2 105,549 373,455 271.79] 
20 see | +45.6 34,556 32,084 23.732 
38 +11.1 +149 120.442 108,377 10: 


4,788 


Compiled by Bureau of The Census, U. S. Department of Commerce 
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PATMAN BROKERAGE CLAUSE UPHELD 
IN OLIVER BROS., INC. APPEAL 


Unanimous decision of Federal Circuit Court of 


Appeals a 


constitutionality of 


brokerage 


clause (Sec. 2(c)) of Robinson-Patman Law as pre- 
viously upheld in Biddle Purchasing Co. case. Ap- 
peal for U. S. Supreme Court hearing anticipated. 


(Washington Bureau 
of HARDWARE AGE) 

For the second time a Federal 
Circuit Court of Appeals has up- 
held the constitutionality of the 
brokerage clause, Sec. 2(c), Rob- 
inson-Patman Act. The unani- 
mous affrmance by the Circuit 
Court of Appeals, Fourth Circuit, 
of the Federal Trade Commission 
order requiring Oliver Bros., Inc., 
New York, to discontinue viola- 
tion of the brokerage section fol- 
lowed like action by the Circuit 
Court of Appeals, Second Cir- 
cuit, New York, which upheld 
the Commission’s order against 
the Biddle Purchasing Co., 
charged with violation of Sec. 
2(c). It is thought likely that 
every effort will be made to bring 
a further appeal before the U. S. 
Supreme Court. 

Speaking through Judge 
Parker, the Circuit Court of Ap- 
peals of the Fourth Circuit, in a 
decision announced at Richmond, 
Va., directed enforcement of the 
Commission order against Oliver 
Bros., which is engaged in selling 
market information and purchas- 
ing services, and a group of sell- 
ers and buyers of hardware and 
other supplies. The Commission 
had challenged the respondents’ 
payment and receipt of brokerage 
fees on purchase and sale trans- 
actions. 

The opinion unequivocally held 
that the brokerage section is con- 
stitutional as applied independ- 
ently of the other sections of the 
act. The Court said in effect 
that an intermediary may collect 
brokerage fees only from the 
party to whom he renders a ser- 
vice; that the buyer in no case 
can render a selling service to 
the seller; and that in no case 
is the buyer entitled to receive 


brokerage fees directly or indi- | 


rectly from the seller. 


The Commission’s order pro- 
hibited the Oliver Bros. from (1) 
receiving or accepting any fee or 
commission, as brokerage or as 
an allowance in lieu thereof, from 
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| any seller of commodities, which 


fee or commission is intended to 
be paid over to the purchaser of 
such commodities, or which is 
to be applied for the use and 
benefit of such purchaser, and 
(2) paying or granting to any 
purchaser of commodities any 
fee or commission received or 
accepted by Oliver Bros., Inc., 
as brokerage or an allowance in 
lieu thereof, from the seller of 
such commodities. The order 
also prohibits sellers from paying 
such fees to Oliver Bros., and 
buyers from receiving such fees. 

The opinion, after reviewing 
the facts, stated that three legal 
questions were presented to the 
Court for determination: (1) 
Must the Robinson-Patman Act 
be so construed as to read the 
of Sec. 2(a), the 
price discrimination section, into 
Sec. 2(c), the brokerage section, 
as limitations upon the latter 
section? (2) If not, is Sec. 2(c) 
as tested by the Due 
Clause of the Fifth 


limitations 


invalid 


Process 





Amendment? (3) Does the case 
as presented fall within the ex- 
ception (for services rendered) 
contained in Sec. 2(c) ? 

The Court was of the opinion 
that all of these questions must 
be answered in the negative. 

With reference to the first 
question, the Court held that the 
granting of brokerage fees by 
one party to the other party to 
a transaction or the latter’s 
agent, the making of discrimina- 
tory payments by seller to buyer 
for services rendered by the 
latter, and discrimination by the 
seller in the rendering of ser- 
vice to the buyers were forbidden 
by Sec. 2(c) as unfair trade 
practices, because of their tend- 
ency to lessen competition and 
to create monopoly, without re- 
gard to their effect in a particular 
case. The Court said that the 
forbidding of specific practices 
because of their tendency toward 
a general result is familiar legis- 
lative practice. 

With reference to the second 
question, the Court held that the 
brokerage section, as applied in- 
dependently of the other sections 
of the Robinson-Patman Act, was 
constitutional. The Court said, 
“There is no ground for the con- 
tention that in prohibiting prac- 
tices because of their harmful 





tendency, Congress must limit its 
prohibition to cases in which 
those practices have actually re- 
sulted in the evil which it was 
the purpose of the statute to pre- 
vent.” 

With reference to the third 
question, the Court held that the 
brokerage commissions paid by 
sellers to Oliver Bros. were in 
fact received by the buyers and 
that there could be no conten- 
tion that any services are ren- 
dered by the buyers. to justify the 
payment of compensation to them. 
The Court said further that the 
buyers received these commis- 
sions and they admittedly ren- 
dered no service to earn them. 

The Court discussed the ques- 
tion of the rendition of services 
under the provisions of Sec. 2(c) 
at considerable length. In closing 
this discussion the Court states: 
“For compensation received by a 
buyer for services rendered by 
him or his agent to come within 
the excepting clause of 2(c) of 
the statute, we think that such 
service must be such as_ the 
seller was bound to render in 
connection with the sale, not 
such as were performed by the 
buyer in connection with the pur- 
chase or such as were rendered 
to him by his agent to enable 
him to purchase.” 


DISSTON “ANVIL” CHORUS TO ENTERTAIN 





On May 4th the Disston “Anvil” Chorus under the direction of W. H. Gebhart, industrial sales 
manager, Henry Disston & Sons, Inc., Philadelphia, Pa., with Ethel Smeltzer Littlehales, Philadel- 
phia soprano, as guest soloist, will give its first annual concert for the entertainment of Disston 


employees and their friends. The chorus of 50 voices is made of 26 men from the shop, 20 from the 


office, two foremen and three officers of the company, including Jacob S. Disston, Jr., vice-presi- 
dent in charge of sales and sales promotion. He may be seen in the last row at the extreme left. 

This is the second year of the chorus. It has supplied the musical program for the annual 
dinner of the Philadelphia Wholesalers and Manufacturers Assn. and for the Hardware Square 


Club dinner in New York City. 
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WALTER B. DODGE DIRECTS 
YALE & TOWNE HARDWARE SALES 


Richard G. Plumley has been appointed general 
manager at the Stamford, Conn., division and 
Mark A. Miller is now assistant general manager. 


The Yale & Towne Mfg. Co., 
whose general offices are located 
in the Chrysler Building, New 
York City, has announced three 





WALTER B. DODGE 
dl 


important new appointments in 
connection with the Stamford, 
Conn., division of the company. 

Walter B. Dodge, formerly gen- 
eral sales manager of the Stam- 
ford division, has been appointed 
director of hardware sales. In his 
new position Mr. Dodge will di- 
rect and coordinate sales of the 
Stamford division, The Sager 
and Barrows division at North 
Chicago, IIl., the Norton Door 
Closer Company division, Chi- 





RICHARD G. PLUMLEY 
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cago, Ill., and the Canadian di- 
vision at St. Catharines, Ontario. 
His office will be located in the 
Chrysler Building headquarters. 

Richard G. Plumley, who has 
been works manager of the 
Stamford division for the past 
four years, has been appointed 
general manager of that division. 
Mark A. Miller, formerly con- 
nected with the sales and ex- 
ecutive departments, becomes as- 
sistant general manager at Stam- 
ford. 

Walter B. Dodge first became 
associated with the Yale & 
Towne Mfg. Co. in September, 
1906, and enrolled in the busi- 
ness training course which was 
being conducted at that time. 
He worked in the clearing house, 
the cost department, the auditing 
department, and the New York 
office and in various departments 
throughout the factory. Thus he 
gained the valuable combination 
of theory and practical experi- 
ence so essential to one who was 
destined to assume so many di- 
verse and important positions 
with Yale & Towne. 

In 1908 Mr. Dodge entered 
the contract sales department. 
Afterwards he became manager 
of door closer sales in which po- 
sition he continued until 1924, 
when he was appointed assistant 
to the president, W. C. Allen. 
Less than a year later, he be- 
came president of the Norton 
Door Closer Company, in Chi- 
cago, then a subsidiary of Yale 
& Towne, and when this com- 
pany became a part of the Yale 
& Towne organization, Mr. Dodge 
was made general manager. 

Recalled to Stamford in 1928, 
he became assistant to the late 
E. C. Waldvogel, vice-president 
in charge of sales. Mr. Dodge 


then became manager of Stam- | 
ford hardware sales and in 1931 | 
position 


was appointed to the 

















which he held up to the time of | 


his new advancement—genera! 


sales manager of the Stamford | 


division. 
Richard G. Plumley, the new 


general manager of the Stam- | 
| ford division, joined the Yale & 


Towne Manufacturing Co. in 
July, 1920, as a clerk in the 
stock and order department. 
Previous to that, after leaving 
college he had gained wide ex- 
perience in the insurance field. 
He saw service at the Mexican 
border in 1916 with the Connec- 
ticut National Guard and later 
in the World War. 

Mr. Plumley’s progress with 
Yale & Towne was rapid. A few 
months after joining the com- 
pany he was made manager of 
the order department and_ in 
October, 1929, he was chosen to 
serve as assistant comptroller of 
production, and later production 


manager. His promotion to the 
office of works manager took 
place in 1935 and he has re- 


mained in that position until his 
recent advancement to the office 
of general manager. 

Mark A. Miller, who has been 


appointed assistant general man- | 


ager of the Stamford division, 
has been a member of the Yale 
& Towne organization since Aug. 
25, 1919. During his first few 
months with the company he was 
engaged in clerical work and 
served in various other capaci- 
He became a salesman in 
April, 1922. Covering various 
territories and traveling exten- 
sively, Mr. Miller continued as 
sales representative for Yale & 
Towne until July, 1935, at which 
time he was called into the New 
York office to assume certain, 
special duties as assistant to W. 
Gibson Carey, Jr., president. His 
training in the Stamford plant, 
on the road, and in the com- 
pany’s offices has provided him 
with a wealth of experience. 


ties. 








| 





MARK A. MILLER 





HEADS CARBORUNDUM 
SALES IN NEW YORK 


John Storm has been appointed 
district sales manager at New 
York City for the Carborundum 
Co., Niagara Falls, N. Y. Mr. 
Storm will make his headquarters 





JOHN STORM 


at the company’s branch ware- 
house and sales offices, 601 W. 
26th St. He will be in charge of 
sales activities in the metro- 
politan New York area. 

Mr. Storm succeeds Frank J. 
Harrington, who has been trans- 
ferred to the sales department at 
the main office in Niagara Falls. 
Previously Mr. Storm had been a 
member of the sales staff at the 
Detroit branch warehouse and 
sales office. 


NEW REPUBLIC STEEL 
CORP. DIRECTORS 


N. J. Clarke, vice-president in 
charge of sales, and C. M. 
White, vice-president in charge 
of operations, Republic Steel 
Corp., Cleveland, Ohio, were 
elected directors of the company 
at a recent annual meeting of 
stockholders. 


WHOLESALE-RETAIL FIRM 
DISCONTINUES BUSINESS 


A. Weber Co., Keokuk, Iowa, 
is liquidating both its wholesale 
and retail hardware business and 
by June 1 expects to have com- 
pleted its liquidation. The busi- 
ness was established in 1868 by 
Alois Weber and was incorpo- 
rated in 1892. 
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PROGRAM 


PLANS GET UNDER WAY 


Business and entertainment programs progress- 


ing for 40th Congress 
Netherlands Plaza Hote 


Business speeches have been 
banned from the opening session 
of the 40th Congress, July 17 to} 
20, in the air-conditioned Hall | 
of Mirrors of the Netherland | 
Plaza Hotel, Cincinnati, Ohio, on | 
Monday evening, July 17. The | 
roll call method of introducing | 
delegates and members will be | 
followed but with variations from | 
the usual procedure that are cal- 
culated to add to its interest. | 
After all formalities have been | 
dispensed with, the remainder of | 
the evening will be devoted to a| 
“get acquainted” program in 
charge of H. J. McConnell, Chi- 
cago, to be followed by dancing. | 

Business sessions will biaia | 
Tuesday morning. The program 
has been planned with only one 
address at each afternoon session. 
This has been done to give dele- 
gates ample time to express their 
own views and to allow more op- | 
portunities for dealers to 
with one another. A seating ar- 
rangement is planned that will 
assure maximum comfort for 
those present. 

President Veach C. Redd, Cyn- | 
thiana, Ky., will make the open- | 
ing address Tuesday morning. A| 
feature of this session will be an | 
address by Dr. H. G. Moulton, | 
president, Brookings Institute, | 
Washington, D. C. The closing | 
address of the session will be | 
delivered by John J. Wicker, | 
Richmond, Va., an attorney who | 
has devoted considerable atten- | 
tion to trade association work. 
His subject will be “Trade Asso- 
ciations and the Law.” 

The afternoon address will be 
hy A. B. Gunnarson, manager, | 
domestic distribution department, 
of the United States Chamber of 
Commerce, who will discuss con- 
sumer cooperatives. He has been 
a student of the cooperative 
movements. His address will be 
followed by a forum discussion | 
of the topic, with information | 
regarding consumer cooperatives | 
which has developed from a 
study the National Association is 
now making. 

Two addresses are scheduled 
for the Wednesday morning ses- 
sion. The first will deal with the 
problem of premiums. A speaker 
has not yet been selected. For 
the second address, it is planned 
to give dealers the experience of 
a manufacturer who has been op- 
erating with Fair Trade Laws 
and who will be in a position to 
point out their benefits and diffi- 
culties. 








visit | 
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which will be held at 
1, Cincinnati, July 17-20 


William J. Cheyney, New York 
City, vice-president, National Re- 
tail Furniture Assn., will be the 
speaker in the afternoon. His 
organization has been effective 
in curbing the diversion of retail 
sales from regular channels and 
an exposition of the methods 
used will be of interest and bene- 
fit to the trade. 

Thursday morning the session 
will be addressed by a represen- 
tative of the National Association 
of Retail Grocers who will ex- 
plain the “Trade Independent” 
campaign which has _ been 
launched in the grocery field. 
This will be followed by two ad- 
dresses on hardware business 
building. Frank H. Spink, pres- 
ident, Bunting Hardware Co., 
Kansas City, Mo., will discuss 
the subject from the standpoint 
of a city dealer. A second speak- 
er will present his views from 
the standpoint of a small-town 
merchant. , 

Dr. A. P. Haake, managing 
director, National Association of 
Furniture Manufacturers, Chi- 
cago, will address the Congress 
on “The Free Enterprise Sys- 
tem Analyzed,” as the opening 
feature of the final session. Hor- 
ace P. Aikman, Casenovia, N. Y., 
will close the Congress with an 
address on the topic. “Our As- 
sociation.” 

All sessions of the Congress, 
except the meetings of the Off- 
cers’ Council on Monday morn- 
ing and afternoon, will be open 
to manufacturers and wholesal- 
ers, who are invited to attend. 

The general entertainment 








committee of the Hardware Club | 


of Cincinnati, with Al. Wahlke. 
president, Moser Paint Co., as 
chairman, assisted by Charles A. 
Klusmeyer, H. Belmer Co. and 
Harold Stith, Cincinnati Gal- 
vanizing Co., has completed plans 
to make the dealers’ visit long 
remembered. 

Entertainment for the ladies 
will begin on Monday afternoon 
with a reception in honor of Mrs. 
Veach Redd, wife of NRHA’s 
president. Tuesday afternoon the 
ladies will be taken to the his- 
torical Taft Museum, Ault Park 
and to the famous Rockwood Pot- 


teries, from which they will 
bring home a souvenir. 
Tuesday evening the entire 


delegation will enjoy a two-hour 
ride on the “Beautiful Ohio” to 
and from Coney Island. Wednes- 
day afternoon, the business ses- 
sion will be shortened to permit 
the golfers to play 18 holes at 
any Cincinnati course they 
choose. The ladies will contest 
for bridge prizes at the hotel. 
Wednesday evening will be 
“Gay Nineties” night at the hotel 
when its air-conditioned Pavillon 
Caprice will be transformed into 
a reproduction of one of the so- 
called “hot spots” of those days. 
A litthe German band and other 
entertainment will supply 
“Over the Rhine Party.” 


} 
Thursday morning’s entertain- 


ment will include a trip to the 
Eden Park conservatory and to 
Cincinnati’s famous zoo. The trip 
will conclude in time to permit 
the ladies to attend the closing 
session of the Congress and wit- 
ness the installation of officers. 
Thursday evening the Congress’ 
Cincinnati will entertain 
with a dinner-dance in the Pavil- 
lon Caprice and will extend their 
hospitality through Friday with 
an, old-fashioned picnic at the 
Hartwell Country Club. 


hosts 


an 
| 





HADLOCK MANAGES 
G-E RADIO SALES 
Perry F. Hadlock has been ap- 
pointed manager of the General 
Electric Co.’s radio sales division. 
He has been associated with the 





PERRY F. HADLOCK 


manufacture, design, and sale of 
General Electric radios for the 
past 1] years and will continue 
to make his headquarters at 
Bridgeport, Conn. He has been 
radio commercial engineer since 


1935. 


WICKWIRE SPENCER 
IN NEW OFFICES 


After 17 years at 41 E. Forty- 
second Street, New York City. 
the Wickwire Spencer Steel Co.. 
and its subsidiary, the American 
Wire Fabrics Corporation, an- 
nounce the removal as of May 1, 
1939, of their combined general 
offices and eastern district sales 
offices to 500 Fifth Avenue, New 
York City. They now occupy the 
25th floor of the building at the 
northwest corner Forty-second 
Street. 


RICHARDS, WILCOX SAFETY CLUB SETS RECORD 


Among the safest workers in industry are these members of the Safety Club of the 


Richards, Wilcox Mfg. Co., Aurora, Ill., shown at a banquet given in their honor. 


The 


company’s entire shop, employing about 250 men regularly, during the last year did not lose 
a single man hour because of accident. A total of 470,000 man hours was put in during 
that period. The banquet was given by the Employers’ Mutual Safety Engineering Department 


and featured short addresses. 
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MOLT LA LL Lb, 
SALES MAKER-/5 READY 


THERE IS STILL TIME TO GET 
YOUR CHENEY SALES MAKER 
FOR HARDWARE WEEK 


Our special display offer of six—I6 ounce 
Cheney Nailers No. 938 (the hammer that 
holds the nail) and the business getting Sales 
maker display, in a special carton for $4.95 
net FOB Little Falls, N. Y. Customers’ price 
$1.25 each. Send your order—now—today. 
We can make immediate shipment. 


HENRY CHENEY HAMMER CORP. 
Factory: Little Falls, N. Y. 
Sales Office: 302 Broadway, New York 
























A FIVE-STAR SALES ATTRACTION 


* Soap box racing is becoming popular every- 
where because of the All-American Soap Box 
Derby and other local derbies. Start an Eagle 
Racer Club in your community, using Eagle's 
promotional campaign. 

* Sell youngsters Eagle Racer Parts and they be- 
come customers tor saws, nails, paint, and 
other hardware needed to complete racers. 

* Eagle Safety Parts develop new customers, 
make repeat business. They bring children 
and parents to your store to buy other mer- 
chandise. . 

* Safe, strong, reliable. Boys build as they earn 
or save. Parts interchangeable as in automo- 
biles. 

* 5-STAR LEADER FOR EVERY DEALER. SOAP 
BOX DERBY ASSORTMENT RETAILS FOR $6.50. 


Send this coupon for further information, copies of comic 
sheet, “Terry of Terryville,” parts catalogue, price list, 
and free mats for newspaper advertising. 

EAGLE LOCK CO. 
(Nearest address) 





Box Derby Assortment 
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v 
Eagle Soap | We are interested in information concerning the EAGLE 
: SOAP BOX DERBY ASSORTMENT. 
EAGLE LOCK co. ; an 0S ag sailing Sal as af dha vedere: bv.) ssi ees OE RS 
General Offices BEN OS SI gaa ete Ce AY aE ae 
TERRYVILLE, CONN. ‘ 
; oo rae Ge celia has 5-9 4S cos Bb A aR ea ane dle 
Branch Offices a 
26 Warren St., New York 179. N. Franklin St., Chicago NIGHT LATCHES « TRUNK LOCKS + FRONT DOOR SETS + STORE DOOR SETS 
521 Commerce St., Philadelphia 114 Bedford St., Boston PADLOCKS » CABINET LOCKS * WOOD SCREWS * STOVE BOLTS » MACHINE SCREWS 
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SCOTT BUYS CUTLERY. 
TOYS, WHEEL GOODS 
FOR SIMMONS 


Walter Scott has joined Sim- 
mons Hardware Company, St. 
Louis, Mo., as buyer of cutlery, 
toys, wheel goods and novelties. 


WALTER SCOTT 


He succeeds George Thomas, who 
has assumed other duties in the 
organization. 

Mr. Scott’s experience in the 
hardware business dates back to 
1903 when he went to work in 
the Van Camp Hardware & Im- 
plement Company, Indianapolis, 
Ind. He was there 13 years and 
at the time he left was cutlery 
buyer. 

In 1918, he joined Shapleigh 
Hardware Company, St. Louis, 
as buyer and merchandiser of 
cutlery. After 13 years in that 
position he went to New York 
to take up a new position in 
the sales promotion department 
of the Gillette Safety Razor Com- 
pany at the time of the merger 
with Autostrap. He came to St. 
Louis as district manager for 
Gillette five years ago, resigning 
that position to join Simmons. 

Mr. Scott, in addition to his 
many years of experience in 
buying hardware, has a keen in- 
sight into retail merchandising 
through his active contact with 
retailers during the past five 
years. He has a selling and mer- 
chandising point of view acquired 
through years of actual experi- 
ence and is expected to add 
material strength to the Simmons 


first at the company’s wire rope 
plant at Palmer, Mass., and then 
as a member of the sales depart- 
ment since 1928. The Pacific 
Coast district headquarters con- 
tinue at 101 Townsend St., San 
Francisco, Calif. and branch of- 
fices and warehouses at Los 
Angeles, Seattle, Wash. and 
Portland, Ore. 


AMERICAN STEEL & WIRE’S 
NEW APPOINTMENTS 


Seven changes in the operat- 
ing department of American 
Steel & Wire Co., Cleveland, in- 
volving the main office and the 
Cuyahoga Works in Cleveland 
and the Worcester, Mass., plants, 
are announced by the company, 
a subsidiary of the U. S. Steel 
Corp. 

Walter F. Munford is ap- 
pointed assistant to vice-presi- 
dent (operations) at the main 
office. Mr. Munford previously 
has been superintendent of the 
company’s Cuyahoga Works in 
Cleveland, which includes the 
largest cold rolled strip mill in 
the world. 

H. L. Jenter, formerly assis- 
tant superintendent at Cuyahoga, 
now becomes general superinten- 
dent of that works, while J. D. 
Baster becomes superintendent 
of the cold rolled mills. At the 
same time, A. G. Montgomery is 
appointed superintendent of the 
hot mills, while V. H. Leichliter 
becomes superintendent of the 
wire mill. Mr. Jenter and Mr. 
Montgomery have been assistant 
superintendents at Cuyahoga, 
which positions have been abol- 
ished, while Mr. Leichliter was 
formerly assistant superintendent 
at Newburgh Wire Works in 
Cleveland and Mr. Baster was 
assistant superintendent of the 
North Works at Worcester, Mass. 

At Worcester, H. R. Rice suc- 
ceeds Mr. Baster, while G. E. 
Hansen becomes foreman of the 
spring mill at South Works in 
place of Mr. Rice. 


| buying division. 


STEPHENS ON WEST COAST 
FOR WICKWIRE SPENCER 


C. R. Stephens has been ap- 
pointed acting district manager 
on the Pacific Coast for Wick- 
wire Spencer Steel Co., 41 E. 
42nd St., New York City. He 
succeeds the late H. A. Larsen. 

Mr. Stephens has been affiliat- 
ed with the Wickwire Spencer 
organization for the past 19 years, 
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HURLEY HEADS THOR'S 
CENTRAL DIVISION 


Jason Hurley has been elected 
vice-president in charge of cen- 
tral division operations, covering 
15 states, for the Electric House- 





JASON HURLEY 


hold Utilities Corp., Chicago, 
Ill., manufacturer of Thor home 
laundering appliances. 

W. H. Knight has been elected 
vice-president in charge of East 
Coast operations, with headquar- 
ters at Newark, N. J., and John 
H. Sullivan, vice-president in 
charge of manufacturing. 

Beginning as a Thor salesman 
in St. Louis in 1931, Mr. Hurley 
has been successively store man- 
ager, manager of a chain of 
stores, Chicago branch manager, 
Detroit branch manager and na- 
tional field sales manager. 

Mr. Knight formerly was divi- 
sional manager of the Firestone 
Tire & Rubber Company, with 
headquarters in Akron, supervis- 
ing the operations of 125 retail 
stores and seven distributors. 

George P. Jackson has been 
appointed office manager of the 
Newark branch. 


WINNERS IN STANLEY 
WINDOW CONTEST 


The Stanley Works, New Brit- 
ain, Conn., has announced that 
first prize of $100.00 has been 
awarded to the Idaho Hardware 
& Plumbing Co., Ltd., Boise, 
Idaho, for its window display en- 
tered in the recently concluded 
hardware window display con- 
test sponsored by the company. 
Second prize. of $75.00 was 
awarded to Alexander Grants 
Sons, Syracuse, N. Y.;_ third 
prize of $50.00 to the Perth Am- 
boy Hardware Co., 311 Madison 
Ave., Perth Amboy, N. J., and 
fourth prize of $25.00 to the 
Murta Appleton Co. 12th & 
Sansom Sts., Philadelphia, Pa. 

Fifth prizes of $10.00 each 


went to the following stores: 
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Garfield Hardware Co., Garfield, 
Wash.; J. Russell Co., Holyoke, 
Mass.; Melcher, Schene Hard- 
ware & Lumber Co., 4800 Na- 
tional Bridge Ave., St. Louis, 
Mo.; Henry Meurs, Rensselaer, 
N. Y., and The Swank Hardware, 
Main St., Johnstown, Pa. 

Stores which received honor- 
able mention are: Allen & Jemi- 
son Co., Tuscaloosa, Ala.; Build- 
ing Supplies Corp., Norfolk, Va.; 
The Farr Hardware Co., Inc., 
Princeton, N. J.; Gadsen Hard- 
ware Co., Gadsen, Ala.; F. Geele 
Hardware Co., Sheboygan, Wis.; 
Harris Paint & Hardware Co., 
Virginia Ave., Baltimore, Md.; 
Heyman’s Hardware, Danbury, 
Conn.; Lester Hardware Co., 
Rochester, N. Y.; Lindquist 
Hardware Co., Bridgeport, Conn.; 
Lorick & Lowrance Inc., Colum- 
bia, S. C.; Manchester Plumbing 
Supply Co., Manchester, Conn.; 
Marshall Wells Co., Harvard St., 
Spokane, Wash.; Morse Hardware 
Co., Bellingham, Wash.; A. Rob- 
erson & Son, Binghamton, N. Y.; 
Railey-Milam, Inc., Miami, Fla.; 
H. M. Sanders Co., 27 Stuart St., 
Boston, Mass.; Sauer’s Dept. & 
Hardware Store, Summer Ave., 
Memphis, Tenn.; Stovall Hard- 
ware Co., Chattanooga, Tenn.; 
John B. Varick Co., Manchester, 
N. H., and the West Side Hard- 
ware Co., Ferry St., Buffalo, N.Y. 


G. H. FISHER REPRESENTS 
PACIFIC PLASTIC & MFG. 


“George H. Fisher, 416 Broad- 
way, New York City, manufac- 
turers agent, has been appointed 
to represent Pacific Plastic & 
Mfg. Co., Inc., Hollywood, Calif., 
manufacturers of “Hollymade” 
pulls and knobs. Mr. Fisher 
will cover all of New York, New 
Jersey and New England and 
eastern Pennsylvania. He also 
handles lines made by Milwau- 
kee Stamping Co., Milwaukee, 
Wis.; Standard Mirror Co., Buf- 
falo, N. Y.; Vincent Whitney 
Co., San Francisco, and Bunyan 
Hardware Mfg. Co., Cleveland. 





GEORGE H. FISHER 








FRANTZ ANNOUNCES 
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Here is big news! ‘Over-the- 
Top” Door Equipment has a 
baby brother .... a set that 
gives you profit opportunities 
unprecedented in the history 
of overhead doors. 


* Yes, the device that startled the building field back in 1930 

with its radically new principle and amazing simplicity 
has an “understudy”. Frantz introduces JUNIOR “Over-the- 
Top” Light Door Equipment. .. a lighter, inexpensive, yet none 
the less efficient model ... especially designed for doors weigh- 
ing up to 150 pounds, within the limits of 6’-6” to 7’ high 
and up to 8’ wide. It sweeps away the last vestige of overhead 
door sales resistance of the mass market. Strike while the 
iron is hot. Write today! 


FRANTZ MANUFACTURING COMPANY 
STERLING, ILLINOIS 


Look at JUNIOR! JUNIOR has every- 
Even simpler and thing it takes where 
more compact. . . light doors are 
and costs less, too. concerned. 


It's a “natural” for 
the vast small-home 
market on over- 
head garage doors. 
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MAKE EXTRA PROFITS 
Sete 


GPM GARDEN 
PEAT MOSS 


in these new 
CONVENIENT 
EASY-TO - HANDLE 


BAGS! 


Here's a new, convenient, easy-to- 
handle package of GPM Peat Moss that 
should appeal to every hardware dealer sell- 
ing garden supplies. These large paper-lined, 
burlap bags contain approximately 10 bush- 
IN els of finest quality garden peat moss. They 
have exceptional sales appeal, take up little 
space, make an excellent floor display, and 
most important—offer no delivery problem. 
Now your customer can throw a bag or two 
in the back seat or on the fenders of his car 
and take his peat moss along with his seeds 
and other garden purchases. 



















































gardeners will again be in full swing. Why 
not cash in on the demand we are creating 
for GPM Peat Moss through national adver- 
tising? Display one or two of the new bags 
of GPM in your garden supplies department. 
They take up little room and their sift-proof 
paper lining keeps your floor clean. Open the 
top so your customers can see and feel the 
superior quality of GPM Peat Moss. You'll 
be surprised at the extra sales you make. 





Better investigate this amazing new sales pro- 
ducer right now. Mail the coupon below for 
prices and full details. 


PEAT MOSS 


it's PIC Emblem-Protected 


MAIL COUPON TODAY FOR FULL DETAILS 





ATKINS & DURBROW, Inc. HA-S 


NEW YORK: 165 John Street 
CHICAGO: 1524 South Western Avenue 
BOSTON : 177 Milk Street 


Please send prices and full information on GPM Peat Moss in bags. 


Name... 


Address. 


100 
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W. T. McNerney, Brown-Camp 
Hardware Co., Des Moines, Iowa, 
has been re-elected president of 





W. T. MeNERNEY 


the Hardware Wholesalers, Inc., 
Merchandise Mart, Chicago, Ill. 
Leo May, May Hardware Co., 
Washington, D. C., was elected 
vice-president; R. R. Rehm, 
Rehm Hardware Co., Chicago, 
secretary-treasurer, and Miss 
Shirley N. Stigney, Hardware 


McNERNEY HEADS HARDWARE WHOLESALERS. INC.; 
LEO MAY IS VICE-PRESIDENT 


Wholesalers, Inc., Chicago, as- 
sistant secretary. 

Directors are: Messrs. Mc- 
Nerney, May, Rehm and George 
Anderson, American Wholesale 
Hardware Co., Long Beach, 
Calif.; W. M. Parrish, Keith 
Simmons Co., Inc., Nashville, 











LEO MAY 
Tenn.; C. L. Schwartz, Lee 
Hardware Co., Salina, Kan., and 


R. H. Russell, J. Russell & Co., 
Inc., Holyoke, Mass. 








SUMMER HOME FURNISH- 
INGS MAREET, JUNE 5-17 


The American Furniture Mart, 
Chicago, is expected to hum with 
activity during the summer na- 
tional home furnishings show, 
June 5 to 17th. In the appliance 
division considerable stress will 
be laid upon new merchandis- 
ing methods and plans are al- 
ready under way to augment the 
major home appliance displays 
with merchanding helps designed 
to assist dealers produce more 
sales. 

Included in the scheduled 
parade of new merchandising 
ideas are model windows in- 
stalled by two of the country’s 
largest manufacturers of window 
displays. Model windows with 
pre-fabricated backgrounds will 
show the newest ideas for effec- 
tive window displays. Pillar and 
small wall displays will show 
methods of using all available 
wall space at utmost advantage. 

The Kitchen Klinic, which will 
celebrate its first anniversary, 
| will be revamped to include in 
addition to custom built kitchens, 
portable and packaged units, 


_| model breakfast nooks and small 





| dinettes. 
The market will be packed 
vith many activities and meet- 





various associations and clubs 
affiliated with the industry. Both 
business and social events will 
furnish dealers and manufac- 
turers with a round of inter- 
esting activities. 





PLANE CONNECTIONS FROM 
NEW YORK TO GOLF TOUR 


Hardware golfers on board the 
mill supply convention boat, the 
Monarch of Bermuda, will be 
able to make plane connections 
from Newark, N. J., that will en- 
able them to reach Virginia 
Beach in time for the golf tour- 
nament of the Eastern Hardware 
Golf Assn. The Monarch of 
Bermuda docks at New York, 
Thursday morning at 7 a.m., July 
1, the opening day of the tour- 
nament. The Eastern Airlines 
fly a plane from Newark, N. J., 
at 9:30 a.m. to Washington, D. C.. 
where the Penn-Central Airline- 
will hold its plane 10 minutes to 
accommodate the incoming golf- 
ers. The plane out of Washington 
will reach Norfolk at noon. The 
time is Eastern Standard Time. 


Passengers aboard the boat 
disembarking to attend the tour- 
nament, should hold their luggage 
in their staterooms and arrange 
with the steward to move the 
luggage ashore to facilitate cus- 
toms inspection. 
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FRANK WOLFE NOW A 
MFRS. DISTRIBUTOR 


Frank Wolfe has organized his 
own firm as a manufacturers’ dis- 
tributor for stoves and hardware 


specialties at 370 W. Broad St., 





FRANK WOLFE 


Columbus, Ohio. Orders will be 
solicited by a sales organization 
and shipments made from fac- 
tory to dealer and from a mer- 
chandise warehouse where a 
stock will be carried for quick 
service. Agencies on major lines 
will be established and dealer 
franchises sold. Both the whole- 
sale and retail trade in Ohio and 
bordering states will be solicited. 
All merchandise will be sold in 
full packages. 

Mr. Wolfe was formerly asso- 
ciated with the Smith Brothers 
Hdwe. Co., wholesale concern of 
Columbus. He serve@ 12 years 
with that company in various ca- 
pacities and as sales manager, 
buyer and a director. 


CORRECTION 

The Pacific Plastic and Mfg. 
Co., Hollywood, Calif., has ad- 
vised us that its Hollymade pulls 
and knobs advertised on page 
57 of the April 20 issue of 
Harpware AGE were incorrectly 
numbered in the preparation of 
its advertisement. The Moderne 
knob should have been desig- 
nated as No. 105, the Padre 
knob, No. 107, and the Wilshire 
knob, No. 101. 


TEXAS JOBBERS 
MEETING PLANS 


With the annual convention of 
the Texas Wholesale Hardware 
Assn. and the meeting of the 
Texas Hardware Boosters Club, 
June 16 and 17 at Galveston, 
Tex., less than two months off, 
general plans for the sessions 
have been announced by Presi- 
dent George C. Black of the 
wholesalers association. 

Friday morning, June 16, there 


will be a joint open meeting of | 









1939 

















beth wholesalers and Boosters. 
In the afternoon, as well as on 
Saturday morning, there will be 
a closed session of the whole- 
salers. 

The big dinner, dance and 
party will be held Friday eve- 
ning at the Buccaneer. Other en- 
tertainment features will include 
a ladies’ luncheon, a golf tourna- 
ment and other attraction. Head- 
quarters hotels are the Galvez 
for the wholesalers and the Buc- 
caneer for the Boosters. 


KEYSTONERS PARTY 
PLANNED JUNE 14 


The Keystoners will play host 
to 200 mill supply hardware and 
industrial buyers at its second 
annual outing to be held Wednes- 
day, June 14, at the Melrose 
Country Club, Cheltenham, Pa. 

This group of manufacturers’ 
salesmen calling in the metro- 
politan Philadelphia area have 
made plans for a program of 
sports and entertainment to sur- 
pass their very successful major 
affair of last year. Millard I. 
Jackson, Behr-Manning Corp.; 
H. A. White, Yale & Towne Mfg. 
Co., and J. G. Dieterle, Jr., Abra- 
sive Co., are chairmen of cooper- 
ating committees on  arrange- 
ments. 


HORTON’S WEST COAST 
SALES MANAGER 


Frank D. Wailace of Los An- 
geles, Cal., has been appointed 
as West Coast sales manager for 
the Horton Mfg. Co., Fort 
Wayne, Ind. 

For some months past, Mr. 
Wallace has been acting as Hor- 
ton’s district manager for South- 
ern California. In his new ca- 
pacity, he will be responsible for 
sales in a much wider territory, 
embracing all of California and 
Oregon and Washington. Mr. 
Wallace is well known in the 
Pacific Coast territory, where he 
has spent the last 12 years in 
washing machine sales activities. 





FRANK D. WALLACE 














No. 1735 
Wrought Steel 
Screen Door Set 


No. 920 





No. 1740 


Perfection Wrought Stee! 


Screen Door Set 





No. 724 


(SRIFFIN 


nufacturing Company 





ERIE, PENNSYLVANIA 





AGENTS: 


BOSTON: 100 Purchase St. 
SAN FRANCISCO: 703 Market St. 


NEW YORK: 45 Warren St. 
CHICAGO: 162 N. Clinton St. 











| “NOW WE DEVOTE 
| OURSELVES TO SELLING 
INSTEAD 

| OF PACKAGING” 




































SEED OIL IN 
CANS 


“ELIMINATES 


BULK SELLING 
LOSSES” 


IT’S A FACT! Of every lot of merchan- 
dise you buy, it’s the last 10% that has the profit. If 
you don’t sell that last 10% your operation is un- 
profitable. Selling linseed oil in bulk we always had 
foots, drips, leaks, over-measuring. How much we 
lost, we can only guess. But now we don’t worry. 


WITH POL-MER-IK in Cans we make 
money, because we sell 100% of what we buy. We 
buy a Can—we sell a Can. There's no depreciation. 
Our profits are sure and certain. And besides that 
our turnover is: faster, because Pol-mer-ik gives the 
extra value of Cooked Oil at no Extra Cost. Write 
today. Get the Pol-mer-ik Story. 


SR i RR Re tS 


ARCHER DANIELS MIDLAND COMPANY 
Roanoke Building, Minneapolis, 39D 


I'm tired of trying to beat drums. Send me the details 
on Pol-mer-ik in Cans. 
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A. W. DOW AGAIN HEADS 
BROOKLYN HDWE. ASSN. 


The Brooklyn Hardware Asso- 
ciation re-elected all officers at 
the annual meeting on April 13 
in the Johnston Bldg., Nevins 
and Fulton Streets, Brooklyn, 
N. Y. Alex. W. Dow, Baldwin, 
L. L., is president. Other officers 
are Anthony Hermann, vice-pres- 
ident; T. Hansen, second vice- 
president; Henry F. Bond, trea- 
surer, and Ralph S. Allen, 
Diamond Expansion Bolt Co., 
secretary. Edward F. Daily and 
Sam Singer were elected direc- 
tors for two-year terms. 

C. H. Haessig, SoconyVacuum 
Oil Co., New York, N. Y., guest 
speaker at the meeting, told of 
sales and merchandising helps 
available on the new line of 
products now distributed through 
independent merchants. Alex. W. 
Dow presided at the meeting. 


NEW EXPRESS RATES 
PUT INTO EFFECT 


Revised express rates, recently 
authorized by the Interstate 
Commerce Commission, were put 
into effect April 15 by the Rail- 
way Express Agency. The new 
schedules represent the first gen- 
eral change since 1925, and pro- 
vide downward adjustments in 
charges on packages 21 lb. or 
under for all distances and on 
packages up to 50 lb. for the 
shorter hauls. At the same time, 
slightly increased charges were 
established on heavier weight 
shipments. While an increase of 
10 per cent is made in first class 
rates per 100 Ib. less than $9, 
and 5 per cent on rates over that 
figure, the change in method of 
calculating the charges on ex- 
press shipments weighing less 
than 100 Ib., effects a substan- 
,tial number of reductions in the 
cost of forwarding small pack- 
ages. 


CONN. VALLEY MFG. CO. 
NAMES SALES AGENT 


The Connecticut Valley Mfg. 
Co., Centerbrook, Conn., has ap- 
pointed the C. R. Eaves Co., 
Chattanooga, Tenn., as sales rep- 
resentative. The company makes 
Clark expansive and Wright ex- 
pansive bits as well as regular 
twist bits. 

The C. R. Eaves. Co., which 
includes C. R. Eaves, Val John- 
son and Sam Eaves, calls on 
wholesalers throughout the South. 





OXFORD TOOL OPENS 
NEW YORK OFFICE 
Gordon G. Campbell, president 
of the Oxford Tool Co., 1633 
North Second St., Philadelphia, 
Pa., has announced the opening 





of a New York City office at 16 
Hudson St., telephone number, 
WOrth 26646. A. E. Fuller is 
New York representative and wil! 
make his headquarters in the 
Hudson St. office. 





FERNLEY, JR., SECRETARY 
OF WHOLESALE COUNCIL 


Thomas A. Fernley, Jr., repre- 
senting the National Wholesale 
Hardware Association, was elect- 
ed secretary of the Council of 
National Wholesale Associations 
at the annual meeting of that 
group on April 11. 

Mr. Fernley has been con. 
nected with the office of George 
A. Fernley, 505 Arch St., Phila- 
delphia, Pa., for the past seven 
years and has been a representa- 
tive on the Council since its for. 
mation several years ago. At the 
present time, 22 wholesaler or- 
ganizations are members of the 
Council and, through it, are giv- 
ing attention to problems com- 
mon to all wholesalers, to empha- 
sizing the importance of the 
wholesaler, to combating falla- 
cious propaganda, etc. 

SPORTS COMMENTATOR EN- 

TERTAINS HARDWAREMEN 


Harry Tanner, sports commen- 
tator, Radio Station WHN, New 
York City, entertained more 
than 30 members and guests at 
the April 18 meeting of the 
Hardware Trade Association; 
held at the Railroad Machinery 
Club, 30 Church St., New York 
City. Mr. Tanner was _intro- 
duced as a member of the Ger- 
man nobility and as a famed 
metallurgist. After a few min- 
utes of philosophical comment 
as to the making of steel and its 
place in modern civilization Mr. 
Tanner changed from his as 
sumed accent to his natural 
speaking voice. He concluded 
his remarks with a number of 
stories in dialects of various 
kinds. 

The meeting was presided over 
by W. Earl Clapp, The Yale & 
Towne Mfg. Co., president of 
the association. 








HERCULES POWDER MOVES 
ITS NEW YORK OFFICE 


Hercules Powder Company's 
New York office will be located 
at 500 Fifth Avenue, effective 
about May 1, 1939. In making 
this announcement, W. M. An- 
nette, in charge of the New York 
office, stated that Rex St. Clair 
will be manager of explosives 
sales. G. C. O’Brien will con- 
tinue as manager of naval stores 
sales and as supervisor of general 
office activities. The company’s 
headquarters are in Wilmington, 
Del. 


HARDWARE AGE 
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KITSON DIRECTS NORGE 
ELECTRIC RANGE SALES 


Arthur Kitson has been ap- 
pointed manager of national 
Norge electric range sales, ac- 
cording to an announcement by 





ARTHUR KITSON 


M. G. O’Harra, vice-president in 
charge of sales, Norge Division, 
Borg-Warner Corp., Detroit, 
Mich. 

For several years Mr. Kitson 
has been acting in the capacity 
of Norge electric range special- 
ist, advising in connection with 
product, design, market require- 
ment and sales activities. He 
brings to his new position 19 
years of experience in the mer- 
chandising of electric ranges. 
The new department, supervised 
by Mr. Kitson, will be exclu- 
sively devoted to electric range 
sales. - 
ROOSEVELT TO ADDRESS 

RETAIL FEDERATION 


The American Retail Federa- 
tion has announced that Presi- 
dent Roosevelt will speak at the 
federation’s banquet on Monday, 
May 22, when the first retailers’ 
national forum, sponsored by 
ARF, convenes in Washington to 
permit retailers in all fields to 
discuss common problems. 

Although other speakers will 
be announced at a later date, 
thus far these speakers have 
been engaged to address the 
gathering on the indicated sub- 
jects: Henry A. Wallace, Secre- 
tary of Agriculture, May 23, 
“The Agricultural Surpluses.’ 
General Robert E. Wood of Chi- 
cago, special assistant to Secre- 
tary of Commerce Hopkins and 
chairman of the board of direc- 
tors of Sears, Roebuck & Com- 
pany, May 22, “Social Responsi- 
bility of the Retailer.” Senator 
Joseph C. O’Mahoney of Wyo- 
ming, chairman of the Tem- 
porary National Economic Com- 
mittee, May 23, “Influences 
Retarding the Flow of Goods.” 


burgh, president of Kaufmann 
Department Stores, Inc., May 22. 
Dr. John M. Cassels of Colum- 
bia, Mo., director of the Insti- 
tute for Consumer Education at 
Stephens College, May 22, 
“Changing Composition of Con- 
sumer Demand.” 

Dr. Beardsley Rum! of New 
York, treasurer of R. H. Macy 
and Company and member of 
the National Resource Commit- 
tee, May 22, “The Retailer and 
National Fiscal Policy.” 





JERSEY SALESMEN’S ASSN. 
INSTALLS OFFICERS 


The Hardware and _ Allied 
Travelers Assn., Inc., 786 Broad 
St., Newark, N. J., on April 16 
held its second annual installa- 
tion and dance at the Merry Go 
Round, Newark. The officers in- 
stalled were: President, Philip 
E. Strassburger; vice-president, 
Louis Marks; recording secre- 
tary, Isadore Sussman; financial 
secretary, Leo Levine; treasurer, 
Louis Globerman, and counsel, 
Maxwell M. Plotkin. Dr. Ben- 
jamin Tenichel was named as 
doctor to the association. 

Mr. Strassburger addressed 
the meeting, reviewing the asso- 
ciation’s activities during the 
past year. Guests at the meeting 
were Frank Kronengold, Eagle 
Sales Co., Newark; Sidney 
Schultz, H. Schultz & Son, New- 
ark, and Moe _ Strassburger, 
Friedstrass Co., New York. 
POT & KETTLE CLUB 
CONVENTION IN JULY 


The Associated Pot & Kettle 
Clubs of America will hold its 
annual convention, July 7 to 9, 
1939, at the Hotel Claremont, 
Berkeley, Cal. Special provisions 
are being made to entertain the 
ladies and children, both during 
the convention and at the World’s 
Fair. Convention committee chair- 
man, Andrew Bird, Los Angeles, 
assisted by Sidney Zobel, San 
Francisco, and Roy Johnson, 
Oakland, are in charge of enter- 
tainment arrangements. 

The convention hotel is con- 
veniently located near the Gold- 
en Gate Exposition grounds. 
The hotel affords tennis, horse- 
back riding, golf and sports of 
various kinds. 





SEEKS TOOL LINES FOR 
EXPORT TO ORIENT 


The General Export Co., 24 
California St., San Francisco, 
Cal., is seeking American tool 
lines such as hammers, saws, 
agricultural, mechanics, automo- 
tive, machinists, mining and 
plumbers’ tools for export to 
Manila, Hong Kong, Singapore, 
the Straits Settlements, Malay, | 





Edgar J. Kaufmann of Pitts- 
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Java, India, and Australia. 





sNEW 


TRANSPARENT HANDLE 


reenlee 
AUTOMATIC 


PUSH 
DRILLS 





The fine appearance of all Greenlee Push 
Drills makes them easy to sell. In addition, 
the attractive transparent handle has a 
special appeal for all lovers of fine tools. 
It serves as a magazine for eight drill 
points, so that they are fully visible and 
readily aceessible. 


These drills can also be furnished with a 
hardwood handle, having a transparent ring 
next to the metal cap, making the ends of 
the drill points visible. 


You will have a decided advantage in sell- 
ing, if you can put a Greenlee Drill in the 
hands of a customer when he is in‘erested. 
And, best of all, you will find that it will 
stay sold. 


Order one of these drills now and see for 
yourself just how it operates and how at- 
tractive it is. Please give the name of your 
jobber and, if you would like to have a 
copy of the new catalog of Greenlee Auger 
Bits, Expansive Bits, Chisels, Spiral Screw 
Drivers, Draw Knives, Turning Tools, etc.. 
ask for Catalog No. 31. 





GREENLEE TOOL CO. 


1715 Columbia Ave. Rockford, Illinois 

















OBITUARIES 








WILLIAM HEYBURN DIES AT 77; 
WAS FORMER BELKNAP PRESIDENT 


After more than a half century 
of vigorous leadership in south- 
ern hardware circles and preemi- 
nence in the civic life of Louis- 





WILLIAM HEYBURN 


ville, Ky., William Heyburn was 
suddenly taken by death, Friday, 
April 21. Apparently in good 
health, Mr. Heyburn was return- 
ing with Mrs. Heyburn from a 
neighborhood walk when he was 
stricken at the gateway of his 
residence. He was 77 years old. 

His long hardware career was 
climaxed by 20 years as president 
of the Belknap Hardware & Mfg. 
Co. of Louisville and two years 
as chairman of its board of direc- 
tors. At the time of his death 
he was president of the Heyburn 
Building Co. In his association 
with the hardware industry, his 
integrity of character gained him 
a host of friends. His passing 
comes as a personal loss to the 
industry of which for so long he 
was an important part. 

Born and educated in Pennsyl- 
vania, Mr. Heyburn, after a few 
years in the West and New York, 
began his hardware career in 
Louisville in 1886. At that time 
he became a_ stockholder and 
managing buyer in the W. B. 
Belknap & Co., the forerunner of 
the present Belknap organization. 
When in 1903 the company name 
was changed to its present title, 
Mr. Heyburn became treasurer, 
later vice-president and then for 
20 years president. This was fol- 
lowed by the chairmanship of 
the directorate for the next two 
years. 

In all that time while he gave 
unsparingly of his best abilities 
to his company through which 
he made his beloved personality 
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felt throughout the hardware 
trade, he found time to identify 
himself also as a moving influ- 
ence in civic life. 

Mr. Heyburn was active in 
every important civic enterprise 
in Louisville for many years. He 
served as president and director 
of the Y.M.C.A. from 1910 to 
1920 and up to the present was 
an honorary director of the in- 
stitution. A Republican, he 
served as president of the Board 
of Aldermen in 1907 and 1908 
and was a delegate to the Re 
publican National Convention o! 
1912, 1916 and 1920. He also 
served as Jefferson County Com- 
missioner during 1932 and 1933. 
During his tenure he was instru- 
mental in reorganizing the coun- 
ty’s fiscal affairs. He was a vice- 
president and director of the 
Louisville Board of Trade for 
more than 20 years. 

His clubs were the Pendennis 
f{lub, Louisville Country Club 
and the Big Spring Golf Club. 


GEORGE D. KIRKHAM 


George D. Kirkham, 78, re- 
tired executive of the American 
Steel & Wire Co., Cleveland, 
Ohio, passed away recently fol- 
lowing an operation. He had 
retired from the company 10 
years ago. At that time he was 
southern ‘district manager at 
Memphis, Tenn. 





ALFRED R. BARTON 


Alfred R. Barton, 71, president 
and founder of A. R. Barton Co., 
retail hardware firm of Passaic, 
N. J., passed away of heart dis- 
ease. His widow and two chil- 
dren, Margaret and Robert Bar- 
ton, survive. 


W. H. COPENHAVER 
W. H. Copenhaver, 68, hard- 


ware merchant and banker of 
Chilhowie, Va., passed away 
April 1 after a long illness. Mr. 
Copenhaver, in association with 
J. L. Vance, founded the hard- 
ware business of W. H. Copen- 
haver & Co. in 1902. The busi- 
ness was merged with Tate-Ella 
in 1926 to form the Vance Co. 
which now operates hardware, 
building and supply stores at 
Chilhowie, Marion, Abingdon, 
Glade Spring, and Rural Re- 
treat. 

Mr. Copenhaver was president 











surer of the Vance Co. and a 
director of all three cotporations. 
He had been president of the 
National Bank of Chilhowie for 
16 years. His widow, a son, and 
three daughters survive. 


CHESTER T. SMOOT 


Chester T. Smoot, salesman 
for Somers, Fitler & Todd Co., 
Pittsburgh, for over 24 years, 
passed away recently. For the 
past 20 years he had contacted 
industrial accounts in northern 
West Virginia and eastern Ohio. 


C. G. NUGENT 


C. G. Nugent, 66, retired hard- 
ware merchant and former mayor 
of Russellville, Ark., passed away 
April 13 at his home in that city. 
For many years he was a member 
of Gardner Bros. & Co., hardware 
and furniture merchants. He 
leaves his widow and _ three 
daughters. 


DAVID BREWER 


David Brewer, 60, Canadian 
sales manager for Landers, Frary 
and Clark, New Britain, Conn., 
passed away suddenly April 22. 
A native of Montreal, Mr. Brewer 
was well known in the hardware 
business in that city, having been 
associated with the Universal or- 
ganization for 30 years. His 
widow and a daughter survive. 


ROBERT B. ISNER 


Robert B. Isner, president of 
the Posten Hardware Co., Long 
Beach, Calif., passed away April 
11 after a brief illness. Mr. Isner 
entered the retail hardware busi- 
ness in Long Beach in 1923. He 
had previously conducted a brok- 
erage office in Cincinnati, Ohio, 
and prior to that had been asso- 
cidted with the Virginia Coal & 
Coke Co., Elkins, W. Va. He 
was a past president of the South- 
ern California Retail Hardware 
Assn. 





ROBERT B. ISNER 


of the Marion corporation, -trea- | 





WALTER T. OLIN 


Walter T. Olin, 68, prominen 
hardware merchant of 
N. Y., passed away recently fol- 
lowing a heart attack. He en 
tered the hardware business in 
Perry when a young man and 


| became head of W. T. Olin & 


Son. He observed his 50th anni- 
versary in business about two 
months ago. 


HARRY G. BROWNELL 

Harry Gault Brownell, 72, con 
sulting engineer and engineering 
sales manager of the Belknap 
Hardware & Mfg. Co., Louisville, 
Ky., passed away recently in Los 
Angeles, Cal., where he had 
been visiting. He had been asso- 
ciated with the Belknap organiza 
tion since 1917. Two sons sur 
vive, Halford H. Brownell and 
Norman E. Brownell. 





WALTER BROMLEY 


Walter Bromley, assistant sale- 
manager of the American Screw 
Co., Providence, R. IL. passed 
away recently. Mr. Bromley had 
completed his 40th year of ser- 
vice with the company, having 
joined it in 1899. He first went 
on the road in 1908. Until 1915 
he traveled in the South, later 
the middle Atlantic and mid- 
western states, and finally New 
England. He was appointed as- 
sistant sales manager in 1937. 








WAGE-HOUR LAW APPLIES 
TO FARMER CO-OPS 


Administrator Elmer F. An- 
drews has interpreted the wage- 
hour law as covering employees 
of farmers’ co-ops just as it is 
applicable to all employees en- 
gaged in interstate commerce or 
in the production of goods for 
interstate commerce. 

Since the law exempts from 
both the wage and hour pro- 
visions employees engaged in 
agriculture, the interpretation 
carried the proviso that if the 
work of the co-op employee is 
agricultural in nature he also is 
exempt under the law. But 
generally speaking, Mr. Andrews 
said, the work performed by a 
farmers’ cooperative association 
is not work performed by a farm- 
er, but for farmers. He added 
that the legislative history of the 
act supports this interpretation. 

“Statutes usually exempt farm- 
ers’ cooperative associations in 
express terms if an exemption is 
intended,” the Administrator said. 
“The omission of am express ex- 
emption from the Fair Labor 
Standards Act is significant since 
many unsuccessful attempts were 
made on the floor of the Con- 
gress to secure special treatment 
for such cooperatives.” 


HARDWARE AGE 
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Take Advantage of Them Now! 


“MEW HAVEN 
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THESE COLORFUL DISPLAYS FREE 


Alarm Clock Assortment "A" 


TEMPERATURE-COMPENSATED MOVEMENTS 
ATTRACTIVE DESIGNS 

















NEW FAST-SELLING ASSORTMENTS | T U . KE R’ S 


“PROVEN SELLERS 


Peerless 
Folding Chairs 
Cash in now on this 


favorite patented fold- 
ing chair. A good seller 
for group. meetings, 
camps, lodges, schools, 
and also a good rental 
item. This chair, No. 
85, folds and stacks ab- 
solutely flat. No tip- 
ping stacks; no use of 
unnecessary space. It 
is warp-proof, and will 
not rattle. 

Built of select hardwood; corners rounded; no 
exposed metal parts. Well known as a con- 
| sistent seller. 








TUCKER PEERLESS COTS 


Heavy, metal reinforced wood frame with strong 





j 


TYPE DEALER'S COST RETAIL 
3 Ideal _. .... $1.17 ea. $3.51 $1.95 ea. $5.85 
| Ideal, Jr. . Ree 1.65 " 1.65 2.50 " 2.50 
2 Tick Tock ..... ek 9 " 1.90 1.50 " 3.00 
2 Slumber Stopper ....... 80 1.60 1.25 2.50 
1 Display (top, left) FREE 
$8.66 $13.85 | 

Dealer's Investment — $8.66 

Dealer's Profit — 5.19 

Alarm Clock Assortment "'B" 

TYPE DEALER'S COST RETAIL 
3 Ideal .. =... $1.17 ea. $3.51 $1.95 ea. $5.85 
| Ideal, Jr. .. . 165 "1.65 2.50 " 2.50 
2 Tick Tock ..... ; _* 1.90 150 " 3.00 
2 Slumber Stopper ... — 1.60 1.25 " 2.50 
4 Cycle (Electric) a” @& 1.75 " 7.00 
| Display (top, left) FREE 
$13.26 $20.85 | 
Dealer's Investment — $13.26 
Dealer's Profit — 7.59 


Wrist Watch Assortment "C" 


TEMPERATURE-COMPENSATED MOVEMENTS 
CHROMIUM PLATED CASES 








TYPE DEALER'S COST RETAIL 
, = ee Pree ee $3.95 ea. $3.95 
3 Fad (2 leather, | link) ... 1.70 " 5.10 2.75 " 8.25 
3... eee a |”6=Csd 350 " 3.50 
1 Lady Joan (leather) .. 2.25 2.25 3.50 3.50 
1 Display (top, right) ..... FREE 

° $12.35 $19.20 


Dealer's Investment — $12.35 
Dealer's Profit 6.85 


If not at your jobber's, write us, giving his name 


NEW HAVEN Gimepicces 


THE NEW HAVEN CLOCK COMPANY, NEW HAVEN, CONN. | 
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canvas cover. Folds into compact bundle. Cus- 
tomer satisfaction because of their better 


NS 


BSS 


quality, stronger construction, and longer life. 
Complete line of 
child’s cots. 


cots—5 price ranges—also 
Write for catalog. 


NEW BACKREST 


—for boats, bleachers and out- 
ings. Built of hardwood, yet 
Backrest is light, strong, and 
easy to carry. Folds flat. Padded 
for extra comfort. Big oppor- 
tunity for new 
business on this 
new item. Priced 
for good profit and 
quick sales. 







Col! 
Mam: 
ANS” 


FOLDING 
ROCKER 


Finished in white 
or colors this rock- 
er (No. 50) is a 
popular priced, 
quick seller. Welt 
designed, and com- 
fortable. As a com- 


panion piece, a 
settee (No. 52) 
follows the same 


lines as the rocker. 


Samples free on re- 
quest, may be returned 
or kept as part of 
initial order. Write 
for free catalog. 





DUCK AND RUBBER COMPANY 


Dept. Lae Fort Smith, Arkansas 
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Semi-annual Report of 
Charles F. Rockwell 






as Secretary-treasurer A.H.M._A. 


EMBERSHIP in the 
American Hardware 
Manufacturers Associa- 

tion carries prestige, and we are 
proud of our roster, to which in 
the interval since my last report 
have been added the names of 
the following 12 representative 
companies: B. F. Avery & Sons 
Co., Louisville, Ky.; .Columbus 
Iron Works Co., Columbus, Ga.; 
Faultless Caster Corp., Evans- 
ville, Ind.; Globe American 
Corp., Kokomo, Ind.; Hardware 
Retailer, Indianapolis, Ind.; The 
Harriman Manufacturing Co., 
Harriman, Tenn.; The E. Ingra- 
ham Co., Bristol, Conn.; Man 
ning, Bowman & Co., Meriden, 
Conn.; Proctor Electric Co., 
Philadelphia, Pa.; Russia Ce- 
ment Co., Gloucester, Mass.; The 
Southington Hardware Co., 
Southington, Cornn., and Water- 
bury Rope Sales Co., Brooklyn, 
N.Y. 

To these new members we ex- 
tend most cordial greeting, and 
the assurance that they will find 
the affiliation both pleasant and 
profitable. 


Opportunity for Service 


The greater the numerical 
strength of an organization, the 
greater its influence and oppor- 
tunities for service. As mem- 
bers, you realize the practical 
value of membership and can 
well serve not only the interests 
of your own individual concern, 
but likewise those of the associa- 
tion and the industry by stress- 
ing these advantages to other 
manufacturers not at present 


affiliated. Each new member 
gained is an added unit of 
strength. 


It may be assumed that from 
years of experience most of you 
realize the value of our Conven- 
tion Register of Delegates and 
the manifold uses for which it is 
adapted. Primarily, it is a direc- 
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tory of the convention, but it 
does not stop there. Compiled 
with painstaking care, despite 
the brief night interval available 
for its publication, it has be- 
come an exceptionally handy me- 
dium of reference throughout the 
industry—a part of the business 
library of the leading manufac- 
turers and distributors of hard- 
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ware. Consistently retained, it 
constitutes a comprehensive and 
reliable index of those active in 
the trade, and as such, we com- 
mend it to the attention of those 
who may not have recognized its 
permanent usefulness. 

Although the thought is 
neither new nor original, may 
we suggest renewed considera- 
tion of the possible advantage of 
indicating association member- 
ship by the use of an identifying 
line on business stationery. Such 
use emphasizes not only the high 
standard of the company itself, 
but also its practical interest in 
the hardware industry, its prob- 
lems and their solution. Member 
manufacturers who have thus 
consistently emphasized their as- 
sociation membership have found 
buyers appreciative of this im- 
plied spirit of cooperation. Elec- 
tros for this purpose are avail- 


able without charge, and we are 
always glad to furnish them 
upon request. 

Less than a month hence, Na- 
tional Hardware Week will be 
celebrated throughout the coun- 
try, to the end the consuming 
public may become fully aware 
of the many advantages of pur- 
chasing from the independent 
hardware retailer. 


Cooperation 


With effective cooperation 
from manufacturers, wholesalers 
and the trade press, enthusiastic 
interest in the undertaking has 
been manifest throughout the in- 
dustry, in the realization that 
the most profitable outlet for the 
lines which manufacturers make 
and the jobbers sell is through 
the independent retailer of hard- 
ware and kindred lines. 


A successful attainment of the 
objectives of National Hardware 
Week will emphasize to dealers 
their importance in the system 
of distribution; create greater 
pride and confidence in them- 
selves, and inevitably stimulate 
greater effort to build up new 
standards of efficiency in retail 
distribution. 

No program of this magnitude 
can reasonably be expected to 
achieve immediate perfection; 
necessarily it is a process of 
evolution. Mistakes of the initial 
campaign have been realized and 
rectified, and plans for this 
year’s celebration have been 
based upon the experience of the 
last. Appraisal of results can 
come only through later recapit- 
ulation, but it is already evident 
that for very many reasons Na- 
tional Hardware Week is des- 
tined to become a permanent 
institution, redounding in value 
to every branch of the industry. 
Our people have been glad to co- 
operate, and will continue that 
cooperation in the years ahead. 
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CLOVER 


Quality and Service Since 1907 


| | ABRASIVE-COATED PAPERS «“ CLOTHS 
GRINDING .° LAPPING COMPOUNDS 
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CLOVER MFG. CO. 


Norwatk, Conn. 














FRICTION- 
LESS 


ATTRACTIVE 
DESIGN 


QUIET, 
SMOOTH 
ACTION 


A 
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ITEM 
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CONSTRUC.- 
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NEEDED IN 
EVERY HOME 
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ROLL IN ANY 
DIRECTION 


—E_s wa serfs eS OUWwhrrlUD ee 


er wo fF Fe FS awaeiiwys? Ww wa 


, we 


BALL 
BUILT BY 
BEARING 

SPECIALISTS 


« 











MODERN CASTERS FOR MODERN HOMES 


66 CME” Ball Bearing Casters are modern, streamlined 

casters which roll along on ball bearings on floors, 
rugs or carpets. A demonstration quickly sells a set of 
“ACMES” and one set sells another. Just roll an “ACME” 
on the counter and a sale is made. 


Increase your caster business and profits 


with “ACME” Ball Bearing Casters. 


THe ScHatz MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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By NROM the association stand- 
point the year which comes 
to a close with this conven- 

tion has been a reasonably satis- 

factory one. Though we have 
had but a small gain in member- 
ship, that is to be expected con- 
sidering the extent to which the 
association has now been rebuilt. 

With continued economy in the 

operation of the association, a 

further substantial amount has 

been added to the association’s 
surplus, as you will note from 
the treasurer’s report to follow. 

It is needless to go into any 
detail regarding association ac- 
tivities, since you are kept well 
informed of what we are doing 
by frequent bulletins from the 
association office. I might men- 
tion, however, that the only new 
activity undertaken during the 
year was the preparation of 
some folders for distribution by 
the members to their dealer cus- 
tomers. Three different folders 
were prepared for distribution 
at about 60-day intervals last 
year. They were furnished at 
cost to those members who 
wanted to use them, and about 
140,000 copies of the three fold- 
ers, in all, were ordered by our 
members. 

This is a type of what might 
be termed trade relations work. 
of an educational nature, which 
might easily be carried on and 
expanded, if of sufficient inter- 
est to the membership. The as- 
sociation office will be very re- 
ceptive to any suggestions along 
this line. 

One who studies the situation 
carefully cannot but be im- 
pressed by the fact that the as- 
sociation has been of some defi- 
nite value to the trade, aside 
from its routine functions of 
keeping its members informed 
on trade problems and carrying 
on an annual convention. It has 
been the means of establishing 
confidence between its members 
and cementing acquaintance ints 
the closer bonds of friendship. 
Thus, indirectly, it has been re- 
snonsible for raising the general 
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Annual Report of 
T. W. McAllister 


as Secretary S. H. j- A. 


level of trade ethics and busi- 
ness practices. 

One of our members com- 
mented the other day on the fact 
that the competition of unrea- 
sonably long credit extension is 





T. W. McALLISTER 


no longer the problem it was 
some years ago—that there is 
now a general tendency to hold 
down unreasonably long-term 
credits. Another jobber made 
this comment in a letter to me 
the other day: “I think the hard- 
ware business is on a more har- 
monious basis than any time in 
my thirty-odd years’ experience.” 

Now if there is more harmony 
and less sharp practice in the 
hardware business, it seems evi- 
dent that associations such as 
this one have been largely re- 
sponsible. And this improvement 
has not been brought about by 
agreements, understandings, or 
even discussions of competitive 
activities, or by any semblance 
of illegal activity. The tendency 
toward elimination of unethical 
practices logically follows of its 
own accord, as those engaged in 
the same line of business come 
to know one another and have 
more confidence in and respect 
for one another. 

Needless to sav, the hardware 
jobbing business is, and will con- 
tinue to be, a highly competitive 










business. That fact will become 
painfully evident, no doubt, in 
any downward trend of the busi- 
ness cycle. But it does seem that 
trade ethics are on a definitely 
higher level than they were some 
years ago. 

Perhaps the chief problem that 
has confronted our members dur- 
ing the last year has been the 
problem of conforming to the 
requirements of the federal 
wage-and-hour law. It has been 
a troublesome problem because 
of the uncertainties as to the 
requirements of this law. We 
have sent out much information 
on this law to the membership 
as a whole and have answered 
many individual inquiries; but 
to some inquiries it has not been 
possible to give entirely definite 
replies, and such replies cannot 
be forthcoming until various fea- 
tures of this law have been in- 
terpreted by the courts. 

We do not know definitely, for 
instance, whether this law ap- 
plies to jobbers whose sales are 
entirely intrastate. But because 
those charged with the adminis- 
tration of the law evidently are 
trying to give the law as wide- 
spread an application as possible, 
and have advised all wholesalers 
to conform to its requirements, 
it would seem the part of dis- 
cretion to heed this advice unless 
and until the courts interpret it 
differently. 

Also, there have been and still 
are differences of opinion as to 
methods of determining the reg- 
ular wage rate of salaried em- 
ployees, for the purpose of ar- 
riving at the rate and amount 
of overtime compensation. 

It seems very evident that the 
employees of establishments en- 
gaged in the distribution of mer- 
chandise should not be subjected 
to the same wage and working 
hour restrictions as are applied 
to laborers working by the hour 
or day in industrial plants. And 
it is to be hoped that the law will 
be so amended as to relieve dis- 

(Continued on page 130) 
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4, @ 
YOU CAN REALLY SELL 
IRONERS! 










THE Entcil-lo- Fl ponte 


EVER BUILT! 


Here’s a brand-new electrical appliance with its 
market so ready-made—the demand for it so 
spontaneous—that already dealers throughout 
the country are realizing that the new Mono- 
matic Ironer has opened up the “‘hottest”” mar- 
ket the home appliance field has today! And no 
wonder . . . it offers women the comfort, con- 
venience, and speed of operation they’ve always 
liked about cabinet-type ironers—but without 
their complicated controls— and at a fraction of 
their price! Its Single Lever Action is the sim- 
plest of any ironer made—convertible to Knee 
Control instantly whenever wanted . . . the Big 
20-Inch Roll handles large pieces with fewer 
operations than any other portable ironer sold 
today... and the Selective ““Lag’’ Action assures 
any woman a “professional” ironing job her very 
first time! That’s why the portable Victor Mono- 
matic is indeed the “World’s Easiest-to-Use 
and Easiest-to-Sell Electric Ironer”’ ever built! 


PERFECT FOR NATIONALLY ADVERTISED IN “LIFE” 


WASHER DEALS! 





April 14! That’s when the April 17 issue of LIFE, 
the magazine with 18,000,000 readers, will open 
Victor’s national advertising campaign on the 
Mono-matic Ironer — will tell your customers 
and prospects to “See it! Try it! Ask your 
dealer!’”’ Get ready now to say “Yes” when the 
first LIFE readers ask if you can show them 
this amazing new ironer! Put in your initial 
stock of Mono-matics—use the forceful sales 
helps Victor has ready for you—and put this 
profit-booster to work for you NOW! Write for 
complete details today! 





LIBERAL DISCOUNT 
MSOROFITS! VICTOR ELECTRIC PRODUCTS, INC. 


2987 Robertson Ave. 


Cincinnati, Ohio 





and the Easiest-to-Sell 


Ns VICTOR 


“Miracle - Breeze ie 





MAY 4, 1939 













fe 
JOHN JONES, dealer 














“Here’s the new wick 
your wife wants for 
her Perfection range, Mr. 
Carson. It’s a genuine Per- 
fection wick. Never use any 
other. Only Perfections 
give ‘Perfection’ service.” 








@ You'll find service troubles vanish when you sell 
Perfection wicks for Perfection oil stoves. For “just- 
as-good” wicks never bring out all the fine per- 
formance built into a Perfection stove. 


Don’t take chances on losing customer good 
will with inferior wicks. Sell Perfection wicks for 
Perfection stoves—then you'll be sure of keeping 
your customers and keeping them satisfied. 


@ ONLY THESE EXCLUSIVE PERFECTION 
PATENTED WICK FEATURES GIVE 
TRUE “PERFECTION” PERFORMANCE! 


The new ‘'331-X”’.. 3-Ply Perfection Patented Inner-Flow Wick. 









wick is a third ply of 
straight vertical cords, 
which prevents shrink- 
ing and stretching — 
gives steadier flame 
adjustment. 


New 3-Ply Inner-Flow 
Wick with inside ply 
turned back to expose 
center ply. 

Hidden between the 
two outer plies of this 


But THIS. ..inner-Flow 

Wick gives free pass- 

ageway for oil through 

straight cords of cen- 

ter ply for quicker, 
hotter flame. 


The Mark of Quality 


PERFECTION 


STOVE COMPANY 


7155-B PLATT AVENUE *® CLEVELAND, OHIO 


NOT this...Enlarged 
cross section of an 
ordinary 2-ply wick 
showing the path of 
the oil through the 
woven cords. 


















FOR RETAIL 
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New and Improved Merchandise—Display Helps—Sales Literature— 


Window Trims — New Packages — New Colors — Catalogs 


Camp And Picnic Stove 


“Picni-King” — burns charcoal, 
briquettes or wood without hazard. Has 
an ample size grill, 18 by 10 in. and 

















when folded is less than % in. thick. 
It is assembled by grasping the top at 
both ends and allowing the legs and 
firebox to drop in place. All cooking 
is done directly on the grill. Phoenix 
Tool & Mfg. Co., Bridgeport, Conn. 


Portable Ironer 


This low-priced, portable _ ironer, 
“Speed Queen Ironette,” Model R9, is 
designed for use on any convenient 
table of regular height. It is small 
enough to be tucked away in any 
corner or linen closet shelf. Roll 
which is “free” is 18 in. long and 5 in. 
in diameter. Both ends of roll are 
open so that large pieces can be ironed 





without folding. Shoe is 1,000-watt and 
is equipped with dual thermostat con- 
trol. Also has “iron” and “press” con- 
trol. Overall dimensions are 24 in. 
long by 9 in. wide by 10 in. high. 
Barlow & Seelig Mfg. Co., Ripon, Wis. 


Mazda Lamp Merchandiser 


This “Silver Pylon” wire merchan- 
diser for displaying G-E Mazda lamps 
received an award in the 1938 All- 
America Package Competition. Finished 
in aluminum, the merchandiser stands 





more than five feet high but only 
occupies 1'y sq. ft. of floor space. It 
is so designed as not to obstruct the 


view of nearby merchandise. It comes 
equipped with price card containing 
sample home lighting recipes. Ample 
space is provided for feature display 
cards, current lamp advertisements, ete. 
General Electric Co., Nela Park, Cleve- 
land, Ohio. 


Florence Ranges 


Illustrated here are the No. TDC5 
table top oil range and the E113 elec- 
The oil range is finished 


tric range. 





in white porcelain enamel with five 
focused heat wickless kerosene burners 
and has fully insulated oven. A spa- 
cious utensil compartment is at lower 
left of the range. Has two fuel tanks, 
each of one-gallon capacity. The elec- 
tric range has porcelain enamel finish. 
Equipment includes five-heat Chromolax 
units, deep well cooker, powerful bake 
and broil units, and automatic controls. 
[wo service drawers and a warming 
drawer afford extra convenience in 
cooking. Florence Stove Co., Gardner, 
Mass. 
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SAMSON 


for BRAIDED CORD 


“ Every type of braided cord we make—identified by 
well known brands and in variety to meet all require- 
ments—is the result of more than fifty years manu- 
facturing experience. Every hank and coil of our first 
quality cord bears the Samson label and trade mark of 
Samson and the Lion. Every product is packed in the 
best possible manner, sold by net weight, guaranteed 
to give satisfaction: Samples, displays, circulars and 
other sales helps are gladly furnished. The entire line 
may be confidently stocked, recommended and sold 
with the knowledge that each brand and type is the best 
obtainable in its range of price. 


We manufacture: Sash Cord—Clothes Line—Solid 
Braided Cotton Rope—Cord for Marine Use—Lariat 
Rope—Awning Line—Mason's Line—Shade and Cur- 
tain Cord—Venetian Blind Cord—Glazed Cotton Twines 
—and many other varieties for innumerable uses. 
























Write for samples and full information. 
Carried by jobbers. 













SAMSON CORDAGE WORKS 


BOSTON, MASSACHUSETTS 


(o£ Nu Share of the Profitable gasae ff 
Water Supply Business Just Ahea as 
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DEMPSTER 
a. 
§ MATER SUPPLIE 


BUILT FOR EASY SALES AND SURE SATISFACTION 
DEMPSTER Automatic Water Systems me 
are quality built and of latest design. They 
have proved their efficiency and low cost 
operation in actual use... and 
their satisfactory service builds 
prestige for you. 
Shallow Well pumps in the most 
practical and economical capaci- 
ties of 250, 350, 500 and 750 
gallons per hour. Deep Well 
pumps in standard 6 in. and 9 
in. strokes. 












REMENDOUS expansion 

in the water supply busi- 
ness opens up a new fertile 
profit field for dealers. Rural 
electrification is spreading 
rapidly. The demand for run- 
ning water grows greater all 
the time. And every sale of 
a water system means many 
other sales of needed acces- 
sories that bring you extra 
profit. Get your share of this 
splendid business now, with 
DEMPSTER Water Sys- 
tems, backed by over 60 
years of quality leadership. 


Distributors and Dealers 
Write at once for complete 
' me information about DEMP- 
ho nay Rnd aan Now is STER Automatic Water Sys- 
P : tems and the Dempster plan 


DEMPSTER MILL MFG. CO., Beatrice, Nebr. which can open the door to 


BRANCHES: Omaha, Nebr.; Kansas City, Mo.; Des Moines, ta.; Sioux Falls, S. D.; Denver, Colo.; — profits for you. oy first 
Oklahoma City Okia.; Amarille, Texas; San Antonio, Texas. in your territory with these 


Distributors Located In All Principal Cities pumps that sell and satisfy. 
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The flat, slender 
bar, thin wall and 
excellent heel 
clearance of this 
long pattern 45° 
Double Offset Box 
Wrench permit 
good work under 
tough conditions. 


This wrench is 
supplied in two 
finishes — bright 
plated with buffed 

' pads and heads, 
or cadmium plat- 
ed unpolished. 
Furnished singly 
or in sets —a set 
ofsix gives all use- 
ful openings from 
3," to 1”. 


An item truly re- 
flecting Vichek 
value. To show it 
is to sell it. 


THE VLCHEK TOOL CO. 


300! E, 87th St. Cleveland, Ohio 


QUICKER SALES 
FASTER TURNOVER 
MORE VOLUME 
BETTER PROFITS 


VLCHEK 
TOOLS 











Clock and Watch Assortments 


The New Haven Clock Co. New 
Haven, Conn., has announced several 
attractive assortments of its clocks and 
wrist watches. Alarm clock assortment 





“A” consists of three Ideals, one Ideal, 
Jr., two Tick Tocks, two Slumber Stop- 
pers, and one free display—dealer’s 
cost, $8.66; retail value, $13.85. Assort- 
ment “B” consists of the same models 
and quantities of assortment “A” plus 
four Cycles (electric) —dealer’s cost 
$13.26; retail value, $20.85. Wrist watch 
assortment “C” consists of one Inca, 
three Fads (two leather, one link), one 
Brownie, one Lady Joan and one free 
display —dealer’s cost $12.35; retail 
value, $19.20. The “Regal” wrist watch 
assortment, illustrated, is offered for 
May and June only. It consists of two 
Counts, one Countess, two Dukes, two 





Wales, one Count, free, and one free 
display stand —dealer’s cost, $27.20; 
retail value, $44.60. Watches have 7- 
jeweled movements and BEK _ yellow, 
gold-plated cases. 


“Vise-Grip” Wrench 

The Petersen “Vise-Grip” wrench is 
now available with new nickel finish. 
Maker states that double-lever action is 
so powerful that the grip of one hand 
locks the jaws to the work with more 
than a ton of pressure. Once locked, 
wrench stays locked even with hands 











removed, until loosened. Easily ad- 
justed for ratchet-like action. Will eas- 
ily remove broken stud bolts, pull cot- 
ter keys, turn corroded battery bolts, 
hold small pieces for drilling, welding, 
grinding. Demonstration display is fur- 
nished with the wrench. Made in two 
sizes by the Petersen Mfg. Co., DeWitt, 
Neb. 


Soap Box Derby Assortment 


This assortment, consisting of basic 
gear for construction of soap box racers. 
provides dealers with an opportunity to 
make companion sales as saws, nails, 
paint and other hardware items are 
needed to complete the racer. All parts 
are interchangeable and, according to 
the manufacturer, approved by the 
Derby Assn. The complete assortment 
includes four wheels with eight steel 
discs, 40 bolts, nuts and lock washers; 
four hubcaps, 12 screws, eight ball- 


bearings, four racing tires, four axle 
mountings, four axles, 12 bolts, nuts 
and lock washers; four body plates, 





four carriage bolts and nuts, 20 lock 
washers and one 10-ft. steering cable. 
Suggested retail selling price, $6.50. 
Mats for newspaper advertising sup- 
plied free. Eagle Lock Co., Terryville. 
Conn. 


Work Glove Display 


This glove “display-shipper” serves as 
a shipping container as shown on the 
left and as a counter display as shown 
on the right. Four deals or assortments 
of gloves are being offered currently, 
two of which feature canton flannel 





gloves, while the other two consist of 


leather-combination numbers in both 
slip-on and full gauntlet styles. The 
Boss “Golden Jubilee” canton flannel 
glove assortment No. 25 is shown here. 
Three other assortments will be offered 
during 1939. The Boss Mfg. Co., Ke- 


wanee, Ill. 
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Arvin Radio 


Its small size, 6% in. wide, 5% in. 
high, and 3% in. deep, makes it pos- 
sible to tuck the Arvin “Arvinet” radio 
into luggage. Cabinet is ivory or wal- 


nut enamel. Operates on AC or DC 
current; four tube performance with 
two new-type double purpose tubes; 
power output, 144 watts; no line cord 
resistor and no ballast tube; electro- 
dynamic speaker; attached aerial, 20 ft. 
Suede zipper carrying case is extra. 
Voblitt-Sparks Industries, Inc., Colum- 
bus, Ind. 


Roof Coating Sales Helps 


The Benjamin Foster. Co., 20th St. 
and Erie Ave., Philadelphia, Pa., has 
announced a complete line of displays 
and dealer sales helps for Foster I.B.M. 
roof coating and cement. They are sup- 
plied free of charge to dealers. Head- 
ing the list is a metal display stand 
holding a complete assortment of I.B.M. 
products and occupying little floor 
space. Also available is a four-color 
window or counter display board, color- 
ful folders with deater’s imprint and 
newspaper advertising mats and other 
materials. 


FOSTER 
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pRooUCTS 


THESE ARE 


BRASS 


For three months now, we've 
been asking you in this space 
to look at General Electric's 
1939 Fan Portfolio entitled, 
“Let's Get Down to Brass 
Tacks!" We hope that you've 
already done so, but just in 
case youhaven't, here in brief, 
is the story that the Portfolio 
tells. (If this isn't “getting 
down to brass tacks” we'll 
gladly eat a handful of ‘em!) 


i 
4 


General Electric Fans have 
been consistently advertised 
to the public for a long pe- 
riod of years. Again this year, 
General Electric steps out 
with a forceful promotional 
program that is designed to 
do just one thing — help Gen- 
eral Electric Fan Dealers sell 
more General Electric Fans. 


Included in this year's kit 

of hard-hitting advertising 

helps — all of this material 

is free — you will find: 

(A) A colorful action dis- 

play that attracts attention 
and customers! 


TACKS! 


(B) Smart catalogs that con- 
tain complete selling facts! 
(C) Convincing direct-mail 
pieces that carry your mes- 
sage far and wide! 

(D) Attention-getting news- 
paper mats for local use! 

(E) Powerful national news- 
paper ads in more than 175 
key cities! 


Tie-in with G-E Fans this year! 
We offer you a respected 
bat: bast WME: ba: Colel-} ob d-To Mb ob dole hthot @ 
andaconsistent and effective 
advertising program. Do not 
these things enhance your 
profit opportunity? Don't 
delay. SIGN THE G-E FAN 
AGREEMENT — NOW! 


FREE! 

EVER SEE A BRASS TACK? 
You've heard lots of people 
talk about Brass Tacks but 
did you ever see one? Paste 
this coupon on a penny post 
card and we will gladly send 
you one—solid brass and no 
fooling — free! 


FAN SALES SECTION, APPLIANCE AND MERCHANDISE DEPARTMENT 
GENERAL ELECTRIC CO., BRIDGEPORT, CONN 


Please send me one of those Brass Tacks. 


GENERAL “) ELECTRIC 


SEE THE G-E ‘HOUSE OF MAGIC’’ AT BOTH FAIRS 
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THIS DISPLAY 
CARTON WILL 


SELL! 

















































ACME 
TACK-POINT CORRUGATED 
FASTENERS FOR YOU 


Here’s a product that goes to work for 
you as soon as you place the attractive 
display carton on the counter. Practically 
all your customers ners, carpen- 
ters, anyone who owns a hammer, can use 
Acme Tack-Point Corrugated Fasteners. 
Turnover is fast. Repeat purchases are fre- 
quent. 





Stronger joints are made easier and faster 
in almost any kind of wood product—long 
beveled points, sharp cutting edges pene- 
trate, but do not crush the wood fibers. The 
divergent feature draws the two pieces of 
wood closer together. 


PACKAGED IN 3 POPULAR SIZES 





¥y x 4, Y2 x 5, or Ye x 5—fifty fasteners 
to a package—I12 boxes in each display 
carton. For quantity users: standard car- 
tons of 250, 500 and 1000 fasteners; boxes 
of 100 fasteners, 10 boxes to a carton; and 
in 100-lb. kegs. 


IF YOUR JOBBER CAN'T SUPPLY YOU 
WRITE US DIRECT 


ACME STEEL COMPANY 


2838 Archer Avenue, Chicago, lll. 
Branches and Sales Offices in Principal Cities 





Acme Steel Company 
2838 Archer Ave., Chicago, IIl. 


Gentlemen: 
Send me a free package of Acme 
Tack-Point Corrugated Fasteners. 


Name 


Address 





City 











Vacuum Food Jars 


These new vacuum insulated wide- 
mouth food jars, one of pint, the other 
of quart capacity, are made for carrying 
solid and semi-solid foods, as well as 





liquids. Extra strong Thermos brand 
vacuum-glass insulated liners are pro- 
tected by a soft rubber collar at the 
neck, and a spring metal shock absorb- 
ing base. Wide mouths are made leak- 
proof and temperature-tight by genuine 
cork stoppers. Cases are dark green 
semi-smooth eggshell finish, set off by 
a polished aluminum breast and screw- 
on cup. The quart jar fits into picnic 
cases designed for quart bottles. Pint 
jar fits in workmen’s lunch kits. The 
American Thermos Bottle Co., Nor- 
wich, Conn. 


Oil Burning Refrigerators 


The Perfection Stove Co., Cleveland, 
Ohio, has issued a 20-page booklet, 
“The Story of a Modern Miracle,” de- 
scribing Superfex oil burning refrig- 
erators. The story, told in short para- 
graphs, with sidg illustrations, tells 
how refrigerators save money in farm 
homes and how in some cases they 





help to increase earnings where foods 
are marketed. Five models are illustrat- 
ed, including a new low-priced model. 





Milk Filtering Strainers 


The new 6% cup Cream City “Sky- 
Test” milk filtering strainer, because 
of the increased size of the dise cup 
and because the full width of the disc 
is utilized, speeds up milk filtering. 
Patented baffle plate breaks the fall 
of the milk and stops the swirling so 
the milk passes down through straight 
and actionless, and according to the 
manufacturer, therefore does not wash 
out the cotton disc and assures perfect 
filtration. These strainers are made in 
14-qt. and 22-qt. sizes with either long 
or short handle on baffle plate. Another 
new item is the Cream City “Non- 





Scratch” milk stripper which is said 
not to scratch tin off the inside of 
the cans and help to make cans last 
longer by helping to eliminate black 
spots and rust. Handle is designed 
so it cannot pass through the neck of 
the can, and rod is made short enough 
so stirrer cannot touch bottom of the 
can. Geuder, Paeschke & Frey Co., 
Milwaukee, Wis. 








Measures Electric Wire 


Measures, winds and cuts wire ready 
for tying up for customer. It dispenses 
all types of electric wire from small 
wire to that 1 in. in diameter. Made 


in table and floor model. Latter takes 
floor space 18 in. by 36 in. Table model 
requires space of 12 by 36 in. Marvel 
Rack Mfg. Co., Inc., 2115 Blaisdell Ave., 
Minneapolis, Minn. 
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MANY INDUSTRIES 
USE 


(BERNARD ) 


SPRING ACTION PLIERS 


Your local factories may offer real opportunities to 
sell Bernard Spring Action Pliers made especially for 
production purposes. 

Spring Action Pliers are recommended for production 
jobs where continuous use requires ease and speed 
of operation. 

There are many different types of Bernard Pliers, 
Punches and Nippers used in industrial plants. You, 
like many other hardware men can build a volume 
plier business by selling Bernards—the plier that in- 
dustry needs. If you want this extra business write 
us at once for complete catalog and prices. Mention 
Hardware Age and give us your jobber’s name. 














Many industrial plants require special pliers for specific 
production purposes. Bernard pliers can be converted to 
specials most economically. Write us about any special 
requirements you discover. We will work out the special 
and quote you. 


MADE IN U.S.A. BY 
THE WM. SCHOLLHORN CO. 


No. 10OXS NEW HAVEN, CONN. 
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for AGELESS ENDURANC 


Hinges that give long service, absolute silence and perfect alignment— 
at no extra cost... . the McKinney story is YOUR selling story for 1939! 

McKinney Oilite Bearing Butt Hinges are the result of two years 
testing of ‘Oilite’'—the self-lubricating metal that has been so success- 
fully applied to automobiles, farm implements, washing machines, etc., 
by over 1500 manufacturers. 


McKINNEY MANUFACTURING COMPANY, PITTSBURGH, PA. 


oe 


DORCHESTER BEDFORD 





McKINNEY OFFERS TWO NEW DESIGNS 
IN FORGED IRON—AMERICAN COLONIAL 


AND MANUFACTURERS OF GOOD HARDWARE FOR 73 YEARS 





DESIGNERS 


MAY 4, 1939 













* 
Can’T 
FALL OUT! 








* 


To 
RETAIL 


aT 






















Atlast! A practical {filter for all makes 
and sizes of glass Coffee Brewers! No 
more filter cloths or papers—no fuss 
or muss. Laboratory tests prove it fil- 
ters in LESS TIME— yet filters clearly. 
National advertising will create thou- 
sands of prospects. YOU can cash in 
on this red-hot item if you stock up— 
NOW! Order from your jobber—or 
write us. Be sure to ask about the 
VACULATOR— 


LIBERAL 
ADVERTISING 
ALLOWANCE! 






















Light Weight Power Mower 


Model 19 WR—designed for lawns 
too large for hand mowers but not large 
enough to warrant purchase of expen- 
sive equipment. Air-cushioned, punc- 





ture-proof balloon tires add to ease and 
convenience in handling. Uses Briggs 
and Stratton 4-cycle, air-cooled engine. 
Suggested retail selling price, $79.50, 
f.o.b. The American Lawn Mower Co., 
Muncie, Ind. 


*“Sean-Can” Additions 


Additions have been made to the 
line of improved transparent “Scan- 
Cans.” Hydraulic pump oilers in the 


ySPARENT Hop, | 

OO" Ranbou “ce 

OILERS 
= 





%4-pint capacity are now available with 
transparent plastic bodies. Spouts are 
supplied in the following types: upright 





welded steel or 50 degree angle; brass 
with 90 degree angle and flexible steel 
spouts. Bodies are supplied in crystal, 
red, green, blue, and amber. The 
TRB assortment, illustrated, is packed 
in a “sales-maker” display carton. Eagle 
Ufg. Co., Wellsburg, W. Va. 





















Irrigator And Sprinkler 


The No. 383 “Springator” is a com- 
bination irrigator and sprinkler and 
can be changed from one to the other 
by a twist of the wrist. When sunk 
into the ground, the Irrigator reaches 
and waters the roots. Double action 
control handle closes the spike end 








irrigator and diverts the water stream to 
the special constructed fine mist brass 
spray nozzle. Suggested retail selling 
price, $2.00 each. Keystone Brass & 
Rubber Co., 811 Chestnut St., Phila- 
delphia, Pa. 








Delta Lights 


New Delta lights are the “Safety- 
lites,” “Guardlite,” and “Redbeam.” 
The first consists of two attractive 
lights for the front axle of a bicycle, 
green right, red left. Each takes one 
standard 1%4-in. flashlight cell giving 
about 12 hours’ service. Suggested re- 
tail selling price, $1.00 per pair, less 
batteries. The “Guardlite” is a plastic 
bicycle tail light operating on one 
standard 1%-in. flashlight cell. It 







throws a sparkling red beam from side 
and rear. Visibility is 275 degrees. 
Suggested retail selling price, $1.25, 
less battery. The “Redbeam” bicycle 
tail light mounts on the rear fenders 
and also operates on one standard 1%4- 
in. flashlight cell. It has a polished 
aluminum shell with red plastice lens 
that throws a red warning light. Sug- 
gested retail selling price, 50 cents 
complete, less battery. Delta Electric 
Co., Marion, Ind. 
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Lead Headed Wall Nails 


For training vines and shrubs. Made 
with malleable iron, unbreakable shanks 
and soft lead heads or clips for secur- 
ing fruit trees, roses and climbing 
plants to walls, fences, trellis, etc. After 
being driven in, lead clip can be turned 
over the branch with the fingers and 
will hold it firmly in position. Pack- 


aged in boxes of 100 in 1, 1%, 1%, 





1% and 2-inch sizes. Also available 
in attractive counter display containing 
12 boxes to retail at 60 cents per box. 
Each box contains 20 nails of assorted 
sizes. Alfred Field & Co., 93 Chambers 
St., New York City. 





“Vaculator” China Filter 


This filter eliminates need of filter 
cloths or paper, and is designed to fit 
all makes and sizes of glass coffee brew- 


ers. Maker states, once affixed in 





brewer, it cannot fall out or pop out 
and permit coffee grounds to come 
through. It is so constructed that it 
need not be removed for cleaning. 
Packed in colorful carton. Suggested 
retail selling price, 50 cents. Display 
cards to hold the actual filter, news- 
paper mats, posters, leaflets, available 
without charge. Hill-Shaw Co., 311 No. 
Desplaines St.. Chicago, Ill. 


Behr-Manning Catalog 


The 1939 catalog No. 18, on oilstones 
and abrasive specialties, issued by the 
Behr-Manning Corp, Troy, N. Y., has 
34 pages and 161 illustrations, with 
product and alphabetical indexes for 
ready cross reference. The pages and 
margins are in black with decorations 
in red. Descriptions are brief and con- 
cise and all tables are set for easy 
reading. 
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MILLERS FALLS 
OFFSET SCREW 
DRIVER NO. 199 


Four fine manganese steel bits, 
two at each end set at right 
angles to each other and at 
45° to the pair at the other 
end, make it possible to han- 
dle screws even where as little 
as % turn is available. 534” 
polished handles provide tre- 
mendous leverage. 












DISPLAY 


FREE 


with your order 


for tools 


a* 
\ attached 


Here’s a tool that’s sold widely in 
profitable volume as a shelf item. Think 
of the profit opportunity this snappy new 
four-color display brings! Occupying only 
a few inches of counter space, this display 
leaps to your customer’s attention and says, 
“Look here, Mister, this offset screw driver 
will get you out of a tough spot some day. 
Why not take one home?” 


Show this display and you'll sel/ these unique 


Offset Screw Drivers at a comfortable profit. 


MILLERS FALLS COMPANY 


GREENFIELD, MASSACHUSETTS 


Millers Falls Co., Greenfield, Mass. 


Through the jobber named below, send us one No. 699 Dis- 
oy A eceammaes with six No. 199 Offset Screw Drivers @ $3.00 


Your name ....... 


Address 


Jobber 







































































EMPIRE 
LEVELS 


‘Buying Habit of 
Master Workmen” 


EMPIRE 


“Extreme Accuracy” 


LEVEES 


sold by the best 
dealers everywhere. 


EMPIRE LEVEL 
MFG. co. 
‘Level Specialists”’ 


717 S. Sixth St 
Milwaukee, Wis. 










Edlund Egg Beater Display 


The Edlund egg beater No. 3 has 
been improved in various ways, with 
the blades now made of stainless steel. 
It has also been made quieter and 





smoother in operation. A new mer- 
chandising display has been designed 
for this beater. This self-demonstrating 
display is finished in attractive colors 
and contains a brief selling message. It 
is constructed so that one of the egg 
beaters can be attached to the display 
and tested by the customer. The Ed- 
lund Co., Burlington, Vt. 





Griswold “Hammercrest” 
Ware 

This five-piece set of “Hammercrest” 
Ware is of pure virgin aluminum and 
in attractive hammered design. Smooth, 





satin silver inside finish with the ham- 
mered outside finish, each piece is 
fitted with ebonized handles, which are 
easily replaceable, which keep cool and 
which are provided with an eyelet for 


hanging up the utensil. The patented 
Griswoid self-basting cover is pro- 
vided on sauce pans, Dutch ovens and 
skillets. Dutch oven cover is inter- 
changeable with a 10%-in. skillet. 
Sauce pans, skillets, Dutch ovens are 
also provided with “Non-Drip” pouring 
lips. A complete cookbook comes with 
each set. The Griswold Mfg. Co., Erie, 
Pa. 





Worm Drive Pump Jack 

A new and improved “running-in-oil” 
worm drive pump jack has been an- 
nounced by the Dempster Mill Mfg. 
Co., Beatrice, Neb. This jack is de- 
signed to operate with electricity or 


with a gasoline engine. It is compact, 
easy-running and quiet. Jack comes 
filled with oil and it is only necessary 
to add a little oil every three or four 
months if used continuously. Driving 
worm is solid steel, machine-cut and 
smaller than a cast iron worm. 
Equipped with “V”-belt drive in con- 
nection with a 1/3 or % hp. electric 
motor or a 54 hp. gasoline engine. All 
gears are totally enclosed. Equipped 





with adjustable oak lifting arms, easily 
adjusted for any height pump, or if 
there is no pump, will operate on any 
platform if used with the large steel 
base for motor or gasoline engine. 





“Trip-Hammer” Saw Set 


Maker states this new device elim- 
inates the tedious hand work involved 
in using the pincher-type or other old 
style saw sets. Pressure of foot on 
treadle automatically trips set; easy to. 
mount on bench or table. It is auto- 
matically tripped — pressure delivered 
equally at each stroke so that saw is 
set perfectly uniform throughout its 
entire length; keeps saw blade in 
perfect alignment. Working parts are 
of hardened steel with rust-proof plat- 
ing. Easily fastened to workbench or 
table. Trade Tool Co., 10904 Madison 
Ave., Cleveland, Ohio. 
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Here it is. The new, handsome, full-size, full-quart 


~~ 
JUNIOR SPARKLET SYPHON. Just what Dr. Profit 
ordered—just what the trade has been waiting for— | 
a syphon of SPARKLET quality and prestige to retail ly O- Shy 
at only $5. | e 


JUNIOR’S got everything. It carries on impressively 66 ” 
the Sparklet tradition of leadership in beauty, mechani- IT’S A WARREN TOOL MARKET 
cal construction and convenience. Offered at the sur- 

prisingly low price of $5, this 

new full-size syphon is within - O R YO U 

the reach of practically every 


one who has longed to own 
a SPARKLET Syphon. 


JUNIOR Sparklet brings you 








































With billions being spent for construction, a 
BIG tool market is opened in every commu- 





4g done inti: teatime: nity. Dealers are selling Warren Tools in 

any larger quantities than ever before. New prof- 

teel marrige a its are in your community. Ask us to assist 
ee sere you in this profitable field. Land the orders 

@ Convenient, snap Dust 7 with Warren Tools. 

Cap. 

im. @ Brushed-Chrome Finish, 

er bly pleasing in text 

old notably pleasing in texture 

vite and appearance. 

dine Yes sir! JUNIOR-the new 

ito- on 2 

nad addition to the Sparklet line 

is —is sure to be a profit mak- 

its er. It’s all set for immediate 

in delivery. Come and get it! 

are 





lat- 


“ | PICKS HAMMERS 
MATTOCKS SLEDGES 
HOES MAULS 
WEDGES BARS 





SEND FOR CATALOG 
SHOWING COMPLETE LINE 








THE FAMILY 
FOR All OCCASIONS 
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WARREN TOOL CORPORATION 


WARREN, OHIO 
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AN UNUSUAL 
FAIR TRADE 
CONTRACT 








The Thompson Fair Trade 
Contract gives the 
complete protection on all 
“MILFORD”, “HYGRADE”, 
and “’T’’ brand hack saw blades. 
We do not manufacture un- 
branded blades and all private 
brand hack saw blades manu- 
factured by us will bear a trade- 
mark owned by this Company. 
This guarantees to the Retailer 
that he will not meet unfair 
competition from unbranded or 
private brand blades manufac- 
tured byThe Thompson Company. 


retailer 
























Yale Introduces Point-of-Sale 





Lock Merchandisers 


IX attractive, attention-compel- 

ling new Yale lock merchan- 
disers are offered by The Yale & 
Towne Mfg. Co., Stamford, Conn.. 
to simplify dealers’ sales of Yale 
padlocks, auxiliary locks and cabi- 
net and trunk locks. In presenting 
these new merchandisers the com- 
pany emphasizes that there is abso- 
lutely no charge for the boards 
themselves. The dealer buys only 
the locks. 

The boards are substantially made 
of wood, are finished in a brilliant 
crimson lacquer with vertical stripes 
of blue and gold on each side. The 
trade mark Yale appears at the top 
in gold letters on a blue background. 
Two of the merchandisers are regu- 
larly equipped with brackets which 
permit the board to revolve. All six 
have price cards 
suggested retail 


merchandisers 


which show the 





Padlock Merchandiser 
No. H-401 


price of each lock. The three pad- 
lock merchandisers contain illustra- 
tions with list numbers and chief 
selling points on the back of each 
board in the same positions the 
actual padlocks occupy on the front 





side. This feature is to aid the sales- 

men in describing the recommending 

the padlocks for various purposes. 
The six merchandisers are as fol- 


lows: No. H-421—padlocks—20 by 





Auxiliary Lock Merchandiser 
No. G-171 


514 in.. containing an assortment of 
six padlocks at suggested retail 
prices of from 25 cents to $1.00. 

No. H-401— illustrated—padlocks 

22 by 11 in., containing an assort- 
ment of 12 padlocks at suggested 
retail prices of from 10 cents to 
$1.50. 

No. H-411—padlocks—18 by 51% 
in., containing a series of five pad- 
locks at suggested retail prices of 
from $1.00 to $1.70. 

No. G-171—illustrated—auxiliary 
locks—18 by 61% in., with brackets. 
showing four locks with suggested 
retail prices ranging from $1.00 to 
$1.75. 

No. G-161—auxiliary locks—25%4 
by 8 in., with brackets—containing 
six locks mounted on removable 
blocks, at suggested retail prices of 
$1.00 to $2.00. 

No. F-41 — 


illustrated — cabinet 
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Cabinet and Trunk Lock 
Merchandiser No. F-41 


and trunk locks—-22 by 11 in., con- 


tains 12 locks at suggested retail 
prices of from 15 cents to $1.25. 


*“One-Foot” Portable 
Workshop - 


Includes 39 different accessories, each 
quickly attachable to handpiece. Its 
uses include grinding, polishing, drill- 
ing, milling, engraving, sharpening, 
slotting, sawing, carving, sanding, clean- 
ing, etc. It is powered by an universal 
motor, equipped with flexible shafting 
and duplex spring or flexible wrist con- 
nection just back of the handpiece, 





providing utmost freedom of movement 
at that point. Outfit weighs 6% Ibs. 
and sells for $29.75 complete. Foredom 
Electric Co., 27 Park Place, New York 
City. 
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MILLIONS OF 
USERS SAY.. DAZEY Le Lure 


WORLDS BEST 
. CAN OPENER 







This DAZEY 


And These Devices Give You 


6 PROFITS INSTEAD OF ONE 











ICE CRUSHER CAN OPENER JUICER SHARPIT NUT CRACKER 
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DAZEY CHURN & MFG. CO. : 
Warne and Carter Avenues, St. Louis, Mo. Reo | 






















BOLTS 
NUTS 
RIVETS 





INDUSTRY'S STANDARD OF QUALITY 
FOR THREE QUARTERS OF A CENTURY! 


OLIVER IRON AND STEEL CORPORATION 


PITTSBURGH, PENNSYLVANIA 
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Problems, Responsibilities and Obligations 


(Continued from page 88) 


profitable territory and unprofit- 
able accounts. 

3. Reduce the number of items 
in each line of the catalog to best 
sellers, that the retailer may 
buy with less confusion, with a 
saving of time for both. Pro- 
vide information for the retailer 
on minimum quantities and the 
relative turn value of the item. 

4. If volume permits, provide 
some form of advertising and 
sales promotion for the dealer at 
as low cost as possible. If this 
is not practical, at least keep the 
retailer posted on highly com- 
petitive items and keep him in 
position to meet that competi- 
tion. 

The retailer must: 

1. Modernize both mentally 
and physically. Discard all tra- 
dition and time-worn buying 
methods and management poli- 
cies. Bring the store up to a par 
with other stores with which he 
is obliged to compete, keeping in 
mind that if Mr. and Mrs. Cus- 
tomer like the modern stores, 
they will shop in them, and if 
the independent does not give it 
to them, some one else will. 

2. Concentrate purchases with 
as few suppliers as possible to 
save time in buying, duplication 
of lines, over-investment in mer- 
chandise, and to speed up the 
turn. Work with suppliers in 
every way to reduce selling costs. 
Buy, as far as possible, in eco- 
nomical quantities for the sup- 
plier to handle, and avoid outs, 
which mean lost sales. 

3. Study consumer demands 
and the competition which he has 
in his own community. Buy what 
the customer wants to buy, 
rather than what appeals to him, 
or what he thinks they should 
have. Keep suppliers informed 
of competitive conditions, ask 
them for help, and keep faith 
with them when help is given. 

4. Go sales-minded and find 
more time for sales promotion. 
Have store meetings regularly, 
taking the sales force into con- 
fidence on the plans for the store 
and inspire them with the im- 
portance of their jobs. 

5. Develop a courteous, friend- 
ly atmosphere in which people 
will like to shop. Make exchanges, 
refunds, and adjustments cheer- 
fully and in such a way that will 
build good-will. 


6. Adopt a continuous adver- 
tising program, well planned in 
advance, covering every special 
selling event in the year, bud- 
geting a reasonable percentage 
of sales for this purpose. Adver- 
tise with bargain leaders every 
week in the year, either through 
newspapers, handbills, or win- 
dows, as your competition is 
doing. 

7. Use more showmanship in 
your merchandising activities. 
Make the store advertising, and 
your selling events, the talk of 
the community, and the con- 
sumer will again find his way 
back to the hardware store. He 
will again check the hardware 
store for value and variety. 

In conclusion—I think it 
might be well for each of us to 
remember that regardless of 
whether we may be manufactur- 
ing, wholesaling, or retailing in 
the smallest hamlet in the coun- 
try, it will be impossible in the 
future to take a profit from a 
modern, value-wise public, by in- 
efficient and uneconomical meth- 
ods. 

A deeper realization of this 
fact, and a clearer understand- 
ing of our responsibilities and 
obligations to the consuming 
public, and to each other, will 
go a long way toward solving 
some of the problems which are 
troubling us today. 


Employee Cooperation 


A Texas hardware dealer, em- 
ploying 18 people, requires each 
employee to inquire from his 
butcher, bakers, grocer, meat 
market, etc. if they are in need of 
refrigerators, etc. and if so to give 
the hardware store an opportunity 
to figure on the job. This dealer 
reports that his employees turn in 
many tips which later result in 
sales. Another benefit is that the 
employees learn to appreciate the 
importance of turning in all tips 
possible, which in turn makes 
their jobs more secure because of 
the increased volume of business 
secured. As they get a small com- 
mission on these extra sales there 
is an added incentive to do so. 
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HROUGHOUT the five 

days of the New Orleans 
convention a varied program of 
entertainment features was pro- 
vided by the associations for the 
enjoyment of members, guests 
and their ladies. The first of 
these was an informal dance in 
the Tip-Top Room of the Hotel 
Roosevelt at the conclusion of 
the opening meeting, Monday 
evening, April 17. 


Golf Tournament 


Tuesday afternoon the ladies 
were luncheon and bridge guests 
at the Southern Yacht Club 
while those among the hardware- 
men who were golfers were com- 
peting in the golf tournament at 
the New Orleans Country Club. 
The results were: First low 


The Entertainment Program 
at New Orleans 


yruss, Jennings Gordon, South- 
ern Cooperative Foundry Co., 
Rome Ga.; second low gross, E. 
G. Legarde; first low net, Mark 
Lyons, Jr., McGowin - Lyons 
Hardware & Supply Co., Mobile, 
Ala.; second low net, George E. 
Dresser, The Carborundum Co., 
Niagara Falls, N. Y., and lowest 
putting score, R. J. Donahue, 
The Wabash Screen Door Co., 
Chicago, IIl. 

The evening proved amusing 
and entertaining as “A Gay 
Night in the Old South.” The 
scene was again the Roosevelt’s 
Tip-Top Room. Stage settings 
from the Vieux Carre reflected 
the atmosphere of New Orleans. 

A tour of historic and scenic 
places of interest and visits to 
the fascinating private gardens 
of old New Orleans’ homes was 


the high spot of Wednesday 
afternoon for the ladies. The 
evening was given over to the 
formal] reception and ball] at the 
hotel. 


Dinners and Meetings 


Uf special interest were the 
dinners and meetings arranged 
by some of the hardware groups 
present at the convention. The 
Central States Hardware Club 
held its dinner Sunday evening, 
April 16, at Arnaud’s Restau 
rant. On Monday evening the X- 
Club entertained at its semi-an- 
nual dinner at Galatoire’s 
famous restaurant. The follow- 
ing morning the Old Guard, 
Southern Hardware Salesmen’s 
Association held its annual meet- 
ing at the Roosevelt and that 
evening dined at Galatoire’s. 
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“PERFECT BALANCE 


7 SOLID SHANK 


ONE PIECE FORKS 


(Hay, Header, Manure and Spading Forks) 


*““Ames” Solid Shank One Piece Socket Forks are 
made from one solid bar of steel. The head and 
socket are one piece of steel and this strengthens the fork at 


ABW PRODUCTS 


SHOVELS..SPADES..SCOOPS 


the bend. The ‘‘Ames” Socket Fork has a perfect balance 
and makes for easier handling. Made of special analysis steel 


FORKS..HOES..RAKES these tools have unusual strength and ability to resist wear. ° 
POST HOLE DIGGERS . i Ask Your 
AGRICULTURE HANDLES The “‘Ames”’ Socket Forks are only a part of the complete 
W line of ABW Steel Goods. This line of Forks, Hoes and Jobber 
AMES Rakes is manufactured in four grades and designed to meet e 


Since every requirement. Here is a line which will give you a 


1774 





quick turnover and a high percentage of repeat orders. 


AMES BALDWIN AV VA Zev ere CO: Parkersburg, W. Va. * North Easton, Mass. 


















Master 
BIKE LOCK 


Profit by preventing bike losses in your 
community. Sell Master protection to every 
bike owner ... offer the wide range of se- 
curity provided by Master’s complete line 
of bicycle locks (3 of which are illustrated.) 
All popular-priced . . . all extra values. 


25 Retail No. 5517 5-5/8 self-locking, 
extra-wide shackle. Multi-spring security. 











35e Retail No. 4717 5-1/2" self-locking, 
manganese-steel shackle. Double steel case. 










50c Retail No. 517 
7” adjustable, remor- 
able shackle. Laminat- 
ed steel case. 












AGAIN YOU'RE “ON THE AIR” 


In 100-station radio broadcasts during 
National Hardware Week . . . Master 

Lock Company tells millions to buy from iY} 
its friends . . . America’s independent AAR 
hardware dealers. 


ly Et oe (old at Ged 


MILWAUKEE, WIS.,U.S.A. 








“Sometimes I Set and Think 





But Mostly I Just Set” 


(Continued from page 48) 


however, when my young friend 
told me that, notwithstanding the 
fact that an announcement of 
their purchase of the property 
had been printed in the local town 
paper and notwithstanding it had 
been announced in the local real 
estate news, not a single soli- 
tary hardware man had called and 
suggested that he had hardware 
and would like to have their busi- 
ness. 

“Well,” I inquired, “who did 
call? That town certainly is not so 
dead that people like you could 
move in, do all that work, and not 
be discovered as a prospect for a 
lot of business.” 

Their answer was that shortly 
after the announcement had been 
made in the real estate notes that 
they had bought the place an archi- 
tect did write them a letter. After- 
wards he visited them in New 
York. Only one other individual 
seeking business had made any 
advances. He was the milkman. 
Driving around on his route early 
in the morning delivering milk he 
had learned that this old place had 
changed hands. He saw the signs 
of activity. He reported to his 
milk headquarters and the milk 
people called them up by the tele- 
phone. 

This gentleman told me that it 
would cost him at least $3,000 to 
buy what he needed that was car- 
ried in a hardware store. He has 
already spent $1,000 and he states 
that he has not spent one cent in 
a local hardware store in the town. 
He has made his purchases in 
New York City. New York City 
secured the sale of the electric re- 
frigerator, the gas range and also 
of the garden implements. And 
the chances are they will also se- 
cure the order for the oil burner. 

Now remember, this is not an 
imaginary case. It is an absolutely 
true story, and | will personally 
vouch for its truth. | am quite 
sure if I should visit the retail 
hardware stores in this town and 
ask them about business I would 
bet the usual story, “Not so good. 
January picked up a little and 
February picked up a little, but 


March slipped again.” If | should 
tell them the name of this person 
who bought this old farm I also 
know what they would do. They 
would try to find out who sold the 
electric refrigerator and the range 
here in New York and then claim 
a commission. It is surprising 
how many people in this world 
are out to get something for 
nothing. 

Now I write this article withou! 
any adornment in the hope of do- 
ing the retail hardware deale: 
some good, even though it is se 
hard to blast him out of his store. 
Let me repeat, hundreds and thou- 
sands of people are moving to the 
country, and there is no sweete! 
prospect for the sale of a nice line 
of hardware than to people who 
have left the city without any 
hardware and who have taken up 
the development of a country 
place where they need it at every 
twist and turn. 


Keep in Touch! 


1 do hope that instead of writing 
me letters explaining that I do 
not understand the problems of the 
retail hardware dealer that they 
will cut out worrying about their 
problems and make a connection 
with the local paper in their town 
or the real estate exchange or the 
bank to tell them when newcomers 
have bought new homes and pro- 
pose to go into the amateur farm- 
ing business. 

My friend has no illusions. He 
has never farmed a day in his life. 
He doesn’t expect to raise vege- 
tables and save money. He and 
his wife want exercise and they 
want to see things grow. Fortu- 
nately they have money enough to 
indulge this hobby. 

One of the most 
hardware men I ever knew was 
Charles Boettcher of Leadville. 
Colo. Mr. Boettcher never had a 
desk of his own in his store. | 
never saw him take a seat in a 
chair. He had people keep his 
books, he had buyers, clerks, ship- 
ping clerks, and all that. But 


successful 
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Mr. Boettcher’s job was to circu- 
late -around in the community. 
know what was going on, meet 
mining superintendents, learn 
about the opening of new mines. 
and then steer the business into 
his store. Afterwards he sold out. 
moved to Denver and went into 
banking and beet - 
ing. He amassed over a million 
dollars. A year or two ago prob- 
ably you remember in the papers 
an account of the kidnapping of 
young Boettcher in Denver. This 
was his son. Charlie Boettcher. 
early in life conceived the idea 
that the main thing about any 
business was selling, so he devoted 
his time to selling and to over- 
seeing. He could hire others to 
attend to the details. 

Wise old Benjamin Franklin 
wrote, “The eyes of the master 
can accomplish more work than 
his two hands.” Read Franklin’s 
life! He had others working for 


him. He divided profits with 
his partners. Then he devoted 
his life to serve his country. 


Nevertheless he died a rich man. 
He always used his eyes. He al- 
circulated. And_notwith- 
standing some of the troubles and 
difficulties he met, he was always 
bright and cheerful. He was ex- 
cellent company and the friends 
he made as he passed through life 
were a great help to him. If 
Benjamin had just sat and sat and 
sat in his little print shop in Phila- 
delphia. he would not have been 
seen much, made many friends or 
gotten anywhere. 


ways 


“Nor-Mar” Drip Absorber 


Maker states it absorbs every drop. 
dripping from spout of vessel, thus pro- 
tecting table cloth; protects lid covers 
from breakage when tilting the vessel 





“No-Mar” 
folding boxes and comes in 
assorted colors such as green, blue, red, 


for pouring. is packed into 


one doz. 


Norbert Karseboom, 
Bronx, N. Y. 


orchid, ‘ yellow. 
1040 Nelson Ave., 


MAY 4, 1939 


sugar rais- 














WAL 
ta 


Wall distributors and de 


trial sizes and types. 


48 South St., 


33 So. Charles St., ‘Baltimore. Md 
123 So. Broad St., Phila., Pa. 
57 Commercial Pl., Norfolk, Va 
102 Broad St., Boston, Mass. 
1118-19 Berger Bldg., Pittsburgh 
Pa. 
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ITS GOOD BUSINESS TO SELL GOOD ROPE 








a, 


dently they can furnish Wall Manila Rope for 
the toughest kind of job and have it give full sat- 
isfaction. The Wall Line is complete in all indus- 


WALL ROPE WORKS, Inc. 


New York, N. Y. 








WALK-LAID 


MANILA ROPE 
o7) 





alers know how confi- 






Factory: Beverly, N. J. 
a Russ Bhig., San Francisco, 
Sal. 





425 Decatur St., New Orleans, La. 
429 W. 14th Place, Chicago, Ill. 
217 E. Archer St., Tulsa, Okla. 

2000 Nance St., Houston, Texas 





ROPE 


To achieve and hold leadership for 
nearly a century in the manufacture 
of a single product requires constant 
progressiveness in manufacturing 
metho&s and processes, in manage- 
ment policies and trade relations 
R B & W has always pioneered in 
developing faster and more accurate 
machines for the production of bolts, 
nuts and rivets—led the way in de- 
veloping new ant better materials 
“end finishes. It has set and achieved 
ever rising standards of strength, uni- 
fgrmity and accuracy. Today, in three 


complete plants, modern machinery and equipment operated by skilled workers 


assure unfailing quality. 


Leadership has made EMPIRE Bolts, 


Nuts, Rivets, 


Screws and Washers the 


standards by which industrial fastenings are judged the world over. 


You can meet all customers’ demands by maintaining a stock of R B & W quality 
facilities which insure prompt delivery. 


products furnished from large warehouse 
























S. J. McCUNE, vice-pres- 
ident and secretary of McCune 
Bros., Inc., of Brilliant, Ohio, 
is 76 years of age and was 
born on March 10, 1863. He 
entered the hardware business 
at an early age as a clerk for 
James Rodgers. Fifty-two 
years ago, May 1, 1887, Mr. 
McCune and his brother, J. A. 
McCune, started out in busi- 
ness in the retail hardware 
field together. Since that time 
there has been no change in 
the business and both brothers 
are still active in the manage- 
ment of the firm. As has been 
stated, S. J. McCune is vice- 
president and secretary while 
J. A. McCune is president and treasurer. S. J. McCune 
married Elizabeth Purdy in 1888 and has three children, 
two sons who are graduates of Cornell University, and a 
daughter, a graduate of Wilson College. Mr. McCune 
organized the Brilliant Bank and Savings Company and 
is its president. He has been for 20 years chairman of 
the McCullough Jefferson County Children’s Home, is 
president of the Board of Public Affairs, Brilliant, Ohio, 
and chairman of the executive committee of the Jefferson 





8. J. McCUNE 


126 





Hardware Age 
Fifty Year 
Club 


County Agricultural Society. He was also a member of 
the Ohio State Board of Vocational Education for three 
years and has been a member of the Northwest Territory 
Celebration Commission of Ohio for the past two years 
and a trustee of the Brilliant Presbyterian Church for 
the past 50 years and an elder for 20 years. Mr. McCune 
states that he has been told that his firm has the longest 
record for unchanged ownership and management in the 
-tate. His hobby is work, and who can deny it after look- 
ing over his record? 


ROBERT M. REPP, presi- 
dent of the Logan-Gregg Hard- 
ware Co., wholesale hardware 
distributors of Pittsburgh, Pa., 
is 74 years of age and has 
been identified with this single 
firm throughout his entire 
hardware existence. Mr. Repp 
was born on August 18, 1864, 
and first became identified with 
the hardware business in 1881 
when he joined the Logan- 
Gregg organization as a bill 
clerk. It was not long, how- 
ever, before he became a sales- 
man in the house. Thirteen is 
supposed to be an unlucky 
number, but not in this in- 
stance, for in 1894, thirteen 
years after he had entered the employ of the company, 
he was made manager and became a director in the firm. 
In 1918 he became vice-president and in 1929 he was 
elevated to the presidency. Mr. Repp has devoted himself 
to his business and has never held public office or been 
identified with outside organizations. Golf has been his 
principal hobby. 





ROBERT M. REPP 
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They can’t praise it enough! 


Throucn our jobbers we re- 
ceive scores of messages from 
dealers praising the Flamemaster 
Wick Dispenser. They can’t speak 
too highly of it! 

Flamemaster Dispenser is the up- 
to-date, profitable way of selling 
asbestos wicking. Does away with 
the old time bulk-roll system, 
with its confusion, inconvenience, 
time loss and loss of stock 
through mistakes in cutting! 
Stove Guide on front gives right 
lengths for all popular makes of 
stoves and ranges. 

A silent salesman, stock con- 
tainer and di r—all in one. 
Draws trade. iids sales. Steps 
up your wick volume to a new 
“high.” And brings you 300% 
profit on every sale! 






















Pat. applied for 






(Reg. U. 8S. Pat. Off.) 


ALSO 
ASBESTOS WICK FURNISHED 
DISPENSER IN 


Start the Ball Rolling with this 400 feet of the  CUT-TO-FIT 


SPECIAL DEAL tater Assets BOXED 
master Asbestos 
(Rock Weave) 
Wick in 4 rolls of popular widths. Handsome SETS. 
all-metal Dispenser, ‘ithographed in 3 colors, 


A aaa Price delivered, Dealer’s $9.25 A Complete Line for 


Oe Pee eee eee eee eee eee eee) All Po 1 M 
Valuable FREE Dealer Aids included in Deal Sten ant — 


Clip this ad and mail it to your jobber with your name and 
address written on margin. Write us if he can’t supply you. 


TRIPLEWEAR, Paterson, N. J. 
All Triplewear Products are Sold Exclusively through Hardware Jobbers 


EXTENDA 


All Metal— 
Adjustable 


W I N D 0 W The fine aad teemme petits unit Is quick- 
SCR e E | & ly removable from the frame. Easily and 
inexpensively replaced if necessary. 
BRING NEW PROFITS 
To Hardware Dealers 


As easily adjusted as 
a curtain rod! Quick- 
ly installed from the 
inside without tools. 
Neat metal frames, 
finished like the bar- 
rel of a fine gun with 
Haskelite, require no 
painting or mainte- 
nance. 


4 STOCK SIZES ARE ALL YOU NEED 


More profits in screens! 4 sizes meet all de- 
mands. Extensions operate both vertically and 
horizontally. Installation requires no fitting or 
trimming, even though openings are out of 
square, or warped. Eatenda means lower in- 
stallation costs, smaller inventory, less storage 
space. Saves money on installation and main- : 
tenance, increases —_ ¢ 
profits. Perfect protection e 
from insects, with full sash Low Prices 
operation. Standard from $1.95 
Literature Free 0e Luxe from $3 


Full information, prices and ge. 
discounts on request. SA 


Write Today 


The Haskel Co. 
213 Field Building 
Birmingham, Mich. 
















































THE RIGHT 
COMBINATION 


The right combination of 
tools and mechanic means a 
good job. 






A right combination of 
Wright or Clark Expansive Bits 
in YOUR STORE means satisfied 
customers and a profitable deal all 
around. 


All Convalco Tools are the right 
combination of quality and price 
to build your profit as well as your 
reputation. Many dealers have 
established that fact. 

The Bit Illustrated is a Clark Expansive Bit which 
is the right combination of the best forged steel 


and the skill of craftsmen who have spent a life- 
time making the best possible wood boring tools. 


CONVALCO teuucu 


Connecticut Valley Wig. Co. 
Incorporated /874¢ 
(EY TERBROOA Cees ee Fi ( 4 








MAY 4, 1939 























Better 
than ever! 





BLAKE & LAMB 
for 1939 


Steel Traps made and 
priced to meet and beat 
any form of competition! 


And Consistently Doing It 


THE HAWKINS COMPANY 


AMERICA'S OLDEST TRAP MANLFACTURERS 


SOUTH BRITAIN, CONNECTICUT 








- Out- 

Outsells 

- because 

it employs seien- 
tifle air flow de- 
sign inside and 
out and utilizes 
the newest prin- 
ciples of con 
struction and com 











YHE Plymouth Cordage Co., 

North Plymouth, Mass., in an 
attractive little brochure describes 
the New England exhibit for the 
New York World’s Fair 1939 which 
will be a picturesque water-front 
scene. The entire exhibit is built 
around a 125-ft. replica of a full- 
rigged, three-masted merchantman. 
lying at dock, whose towering masts, 
spars and rope rigging are visible 
over the greater part of the Fair 
grounds. 

The company supplied a complete 
“gang rigging” for the ship. Rig- 
ging specifications aggregate ap- 
proximately eight tons of cordage 
four-strand, tarred hemp lanyard for 
standing rigging, consisting of 
shrouds and stays to support. the 
masts, while the running rigging is 
principally of three-strand Manila. 
In the old manner of rigging a ship. 
the rope was especially made for the 
purpose by Plymouth ropemakers. 
reverting to manufacturing practices 
of early days. 

The type of ship represented by 
the World’s Fair replica was used in 
the East Indian. West Indian. South 


Greasy Pavement 


A CUSTOMER of a store, while 


walking across a greasy con- 
crele pavement, Slipped on a grease 
spot and was hui in the resultant 
fall. She sued the store for her in- 
juries. 

The coricrete pavement was main- 
tamed by the store proprietor as a 
parking space for his customers and 
there was no othef means of leaving 
the store except across this pave- 
ment. 

After hearing the case the Ohio 
court said: “The facts show clearly 
that this injured lady was aware 
that the concrete pavement in front 
of the store was and for a long time 
had been used as a parking space 
for customers and that it was stained 
by oil which had dripped from 
parked 
had used it many times for parking 
purposes and well knew the prob- 
able and incidental conditions re- 
sulting from the parking of auto- 


automobiles. She herself 


mobiles thereon. 

“The store was not required to 
continuously place a guard or em- 
ployee to warn parking customers 
of that which was plainly visible. 
This injured lady: assumed the risk 


of ithe plainly evitlent condition of 





Plymouth Cordage Co. Supplies Rigging 
on World’s Fair Ship 





V 











The New England Exhibit at the New York 
World's Fair this year makes one re-live the 
traditions of the old sailing-ship days! 


\merican and Mediterranean trades. 
Completing the exhibit will be a 
merchant’s warehouse building and 
structure which will 
house the exhibit materials fur- 
nished by the participating states, 
portraying the industrial, recrea- 
tional. agricultural and educational 
advantages of New England. 


a_ two-story 


which she complains. It was broad 
daylight and, according to her own 
story, she knew the recurring con- 
dition of the parking space from oil 
which fell from the cars continually 


parked there.” 


Insurance Problems 
(Continued from page 67) 


gether with the protection it 
gives your messenger, is_ well 
worth considering. 

We carry a fidelity bond on all 
employees holding positions of 
importance, whether they handle 
money, goods, or not. We feel 
it strengthens the morale otf 
these men to know that such in- 
surance is carried. In writing 
these bonds, you can cover the 
position rather than the person, 
so that the policy covers the posi- 
tion regardless of who may be 
filling it at the time. 

My parting word to you is, 
so far as insurance is concerned, 
take nothing for granted, and 
be sure that you have the pro- 
tection you think you have; and 
this can only be done by diligence 
on the part of someone in your 
organization. 
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Esteblished 1818—Americe's Oldest Wevean Wire Factory. 


Ask for 


Gilbert & Bennett 


~ GeB 


UALITY 
| ellans 


Poultry Net Netting 


Before and After 


Straitline Poultry Fence 


and After 


Galvanized Hardware Cloth 


In All Meshes and Gauges 
SCREEN WIRE CLOTH 
Pearl Wire Cloth 


Acme ‘Electre- Galvanized 
Wire Cloth 
Painted Black Wire Cloth 
Copper Wire Cloth 
Light and Dark 


Bronze Wire b Cloth 


Bright and 


THE GILBERT & BENNETT MFG. CO. 


KANSAS CITY, MO. 


GEORGETOWN, CONN. WEW YORK, WY. GLUE ISLAND, ILL. 








~(CHICAGO)— 
- SPRING HINGES 
New ‘‘Sagless” Spring Pivot-Hinge 








Type 4007 


Exterior Tension Adjustment 
Type 4007 “Sagless” gate spring pivot hinges may be 
quickly adjusted to different sizes and weights of gates. 
The exterior tension adjustment is conveniently located 
and easily accessible after the gate has been hung. 
Hardware dealers will find this improved “Sagless’” gate 
hinge a profitable addition to their stock. 


Chicago Spring Hinge Company. 
CHICAGO NEW YORK 
uw & A. 
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YOU CAN 


SEE 
WHY LCNs 
WORK SO WELL 
AND LAST 
SO LONG! 


DOOR CLOSERS 
for their superior, low-cost service, be- 
come the choice of superintendents and 
mechanical men wher- 


ever tried. Reasons ?— 

Full rack and pinion 
control—Rigid shaft assembly—Reversible 
action— Reserve spring power— Precise 
adjustment—Finest materials and work- 
manship— Overhead and floor con- 
cealed and exposed closers in 86 types 
and sizes. Send for details. Elsie N., 
Norton Lasier Company, 468 West 
Superior Street, Chicago, Illinois. 






gives BIG VALUE 
at Little Cost! 
































Rangettes, small stoves and Needle-Valve 
Models enable you to offer BIG VALUE at 
low cost and thus CLOSE more business. 


WRITE FOR CATALOG 





UNITED STOVE CO., Ypsilanti, Mich. 


Quality Oil Cook Stoves and Heaters 













It’s All 
In the 
GRIP 


If your fin- 
gers were 
shortened to 
about half 
their length, 
you’d be al- 
most de- 





















































proved 


prived of their gripping power. 
short fingered Hose Couplings and Menders 
—they lack the required grip. 





Real Quality Miniature Tools 


Carrying an internationally known tool 


accessories in a 
case, 
these tools into a lever fed drill press 
or precision grinder, 
plete line of Accessories—Stock Dis- 
play Boards, Circulars, 
national advertising. 
or write direct 
mailing and counter circulars and dis- 
Jeounts. 


Every 
gold builds repeating 


ie” 


‘ 
. 


Fig. 30 Long Grip Coupling 


Same with 


The im- 


SHERMAN 


Long-Grip 
Couplings 


Are specially constructed to permit the hose 
to extend FAR in and wider the LONG- 
GRIP fingers. When there LONG rust- 
proofed steel fingers are h:immered down 
they take a DEEP BITING GRIP on the 
hose and never let go. 


and WMenders 


Outstanding sellers. 
Couplings 1 doz. in 
carton—Menders 2 
doz. in carton. 


Sold through Jobbers 


H B. Sherman 


Manufacturing Co. 
Battle Creek, Mich. 

















mame. Correctly designed, correct op- 
erating speeds, genuine high torque 
drill motors. 1000 RPM DRILL, Die 


cast handle and gear case, and blue 
crackle 
steel, 
to match more efficient design, 
power, 
tunity—the Drill and Grinder with 5 


steel body, 
$7.95. 20,000 RPM GRINDER 
more 
A double sale oppor- 


handles 4” in 


$5.95. 


fitted steel carrying 
$14.95. A Stand that converts 


$3.95. A com- 
Electros, and 


Ask your jobber 
for catalog sheets, 






SpeedWay Grinder 





es business 





DRILL AND 
GRINDER SET 


i) 
NG 


SPEEDWAY MFG. CO 
1686 &. S2nd Ave.. 
Cleere. tilinels 








Tax Problems 


(Continued from page 68) 


penditures, there is the increased 
expense brought about by Gov- 
ernment regulation and the com- 
plicated system of Social Se- 
curity and other taxes, which 
require the increased services of 
expert accountants and lawyers 
This expense must be borne by 
business. 

The statistics available indi- 
cate that it cost American busi- 
ness men $2.30 to pay $100 in 
taxes in 1937, or a total cost of 
nearly $283,000,000. I was un- 
able to find figures as to the in- 
creased cost to business of 
recent Federal and State regu- 
lation. This money is of no 
direct benefit to the Government, 
but is a direct drain upon the 
resources of business. 

However, we may be sure of 
one thing, and that is—that no 
solution will ever be reached so 
long as our Government and poli- 
tics are controlled by the non- 
productive element. The experi- 
ence of the last few years has 
illustrated that the answer is not 
the crack-pot schemes of eco- 
nomic Utopia evolved by those 
inexperienced in the affairs of 
business. The solution must 
come from business men. It is 
becoming increasingly necessary 
that each of us consider not only 
the profit and loss, as reflected 
by our own books, but we must 
consider the ledger of our vari- 
ous branches of Government, not 
only to avoid increased expense, 


but to decrease the ones which 
already exist. 

In closing, there are some in- 
teresting questions which we 
might be thinking about, even 
though probably none of us know 
the answers: 

(1) How much in taxes will 
the business structure of the 
United States stand? 

(2) If we continue to add new 
social services, if we continue to 
ask the Government to do more 
and more for us, will the Gov- 
ernment not, in turn, be forced 
to constantly increase the tax 
bill? 

(3) Is it not a fact that if 
we want private enterprise to 
continue to function, that we 
must allow business to earn a 
profit? If this be true, then are 
we not forced to the conclusion 
that the time is about here when 
we must stop asking the Gov- 
ernment to do anything for us? 

(4) Do we, as business men, 
want higher taxes or lower 
taxes? If we want lower taxes, 
just what are we doing and what 
can we do to secure lower taxes? 
And in answering this question, 
we must consider the fact that 
we are now spending money at 
a rate far in excess of the rate 
we are collecting it. During the 
past seven years the Federal 
debt has increased from $16,000,- 
000,000 to approximately $38,- 
000,000,000. 





Secretary McAllister’s Report 


(Continued from page 108) 


tributors of its present hard- 
ships. 

National Hardware Week has 
been given the attention of your 
officers and executive committee 
and there has been some discus- 
sion as to whether the associa- 
tion itself might take an active 
part in helping promote this 
event. It seemed impractical to 
attempt anything in the nature 
of a publicity program covering 
the entire territory in which the 
association operates. So the final 
decision was to leave it to the 
individual member to determine 
how and to what extent he 
should participate. 

Similarly, there has been some 
discussion from time to time of 





the hardware retailer’s merchan- 
dising problems. It is my im- 
pression that the most of our 
members are very definitely con- 
cerned about the competitive sit- 
uation of the hardware retailer. 
There are differences of opinion, 
however, as to the jobber’s posi- 
tion. Some feel that he should 
be in position to furnish his 
dealer customers with sales pro- 
motion or even business manage- 
ment assistance. There are 
others, however, and they prob- 
ably are in the majority, who 
feel that the jobber can best 
serve the retailer by carrying 
on his own distribution functions 
as efficiently and economically as 
possible. 
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Brews Superb Coffee and Tea 
Untouched by Metal CHAMBERLIN 
- BRASS THRESHOLDS 
in- 
we 
sh 2 SPEEDY FILTERS 
now The New improved 
Y CORY Glass Filter 
will ROD —FREE 
the J \n addition to famous 
“a “a . 
_ Fast-Flo Filter 
> to 
oy W Write today for new 
}OV- : ad , : DURABLE... WEATHER-TIGHT... 
atalo 
ced 
tax GOOD LOOKING eee 
7 and reasonably priced 
to ®@ Doorways get hard usage — strength and weather- 
we tightness are important. Chamberlin Brass Thresholds 
_s meet every requirement and are available in a wide 
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’ en Chamberlin's long experience. Write today for details 
ov- and a free booklet on Chamberlin Brass Thresholds. 
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we CHAMBERLIN METAL WEATHER STRIP CO. 
one 1256 LoBrosse Street Detroit, Michigan 
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“4 Here’s your better value in Machine Bolts—time- raga 
i and-money-savers in use as well as in buying. with st 
or. Precision threads—cut or rolled—eliminate costly | peur 
yn, throw-outs or assembly line delays. Plenty of long- ' pe tin 
si- life toughness from strictly specified steel, electric = qwaved eas 
ld heat-treated and quenched in rust-resisting oil. e “4 Ay insulatet te 
is TRIPLEX Machine Bolts back up your reputation b A clasts SOO pal ‘ 
0- for supplying the best. No kick-backs on TRIPLEX : ~_— aft wit ay adjustable (0 a for this 
1 prompt shipments. Make it a point to write today reais “ei vgs, There's @ we = slog of Ma 
A for samples and discounts. Pi cy a tiny fan! = 
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as * 5317 Grant Avenue + Cleveland, Ohio * Td J E a T I C 
Millions sold — used in every industry 721 ERIE STREET, HUNTINGTON, INDIANA 
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for Qlazing Wood or 
Steel Sash & Replacing 
Old Putty... 


and all general patching pur- 
poses instead of ordinary 
putty. 


Nu-Glaze sets to rubber-like 
consistency, does not dry out, 
crack or peel away. Nu-Glaze is 
water-proof and is the perfect 
material for use around kitchen 
sinks, bath tubs, pipes, auto tops, 
filling cracks in plaster, cement 
or stucco; boat work of all kinds, 
and setting plumbing fixtures. 
Requires no working up—no oils 
to add. Clean to handie. Write 
for sample. 


MACKLANBURG-DUNCAN CO. 
OKLAHOMA CITY, OKLA. 
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‘NOZZLE 

‘All in One! 

Easily adjusted to five different 


Can be 


moved without turning off 








“ *y 


4 


watering positions. 


water. The handiest sprinkler 
yet. Four sprinkling positions 


mletetatey ULI ee 


give water spread up to 20 ft. 
and nozzle position gives 40 ft. 
reach on average pressure. Ad- 
justment easily made with flick 
of thumb or finger. Sprinkl- 
Nozzle can be stuck in ground 
or held in hand. Rustproof and 
finished 
Dealer price $2.25 per doz., 





in attractive colors. 





FIVE postpaid or from your jobber. 
WATERING 
POSITIONS RETAILS 29° 





A FAST SELLER— 
ORDER TODAY 


THOMAS PRODUCTS Co. 


15473 Indiana Ave. Detroit, Mich. 
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contacts and responsibilities, be 
better informed than any other 
group of men. For instance, 
there is the important question 
of what capital is and how it 
works. There is the greatly mis- 
understood field of management 
and labor relationship. There 
are many misconceptions we 
should be able to dispel about 
why enterprise will produce for 
the good of the entire nation if 
it is not too greatly restricted, 
and why our whole economy 
must be kept fluid and self-ad- 
justing to be successful. There 
are problems before the bar of 
public opinion with regard to 
the size of corporate units. Of 
course the answer is that per- 
formance and not size must, for 
the good of everyone, be the 
basis of judgment. In addition 
to such questions as I have in- 
dicated we must be careful not 
to let our thoughts flow in nar- 
row channels. We must, above 
all, not develop prejudices with 
regard to religion or race. In 
all of this, we must not only be 
teachers, but we must be open- 
minded in our desire not only to 
learn from all other elements in 
our population but to contribute, 
together with them, to the maxi- 
mum of our ability to the wel- 
fare of our entire country. 


A Vital Necessity 


A vital necessity is the sup- 
port of our trade and business 
associations and of our cham- 
bers of commerce. These are not 
price-fixing octopuses as they are 
sometimes pictured, but they 
are rather clearing houses for 
the most enlightened business 
thought on economics. 

In our determination to play 
for the long term interest, both 
of our companies and of the 
country at large, we must con- 
stantly resist the natural temp- 
tation to run to government for 
help on problems which basic- 
ally must be settled within the 
economic system itself. The 
sooner we realize that education 
and the pressure of public opin- 
ion are the surest and safest 
ways of eliminating such mal- 
practices as there may be in 
business, the better off we all 
will be. 





We should pay the highest 
possible wages consistent with 
the weifare of our individual 
companies. The _ position of 
stockholders and customers con- 
stantly must be in our minds, as 
well as the position of employ- 
ees. We must work regularly to 
make conditions in our establish- 
ments better and we must seek 
every opportunity to give as 
steady employment as is possi- 
ble. We can make a great con- 
tribution by encouraging the 
thrift and independence of the 
individual, whatever may be his 
position. 

At the bottom of our policy 
must be tolerance, understand- 
ing and consideration. By this 
I do not mean that we should 
be soft, since perhaps above all 
other things required today in 
the full and proper conduct of 
business affairs, is firmness 
based on justice. The world 
always has and, I think, always 
will admire a fair fighter, but it 
loves one who, in addition, is 
right. 

When defalcation or malprac- 
tice is involved, let us be the 
first to condemn and let. us be 
the most active in obtaining an 
eradication of the evil. We are 
but admitting our human origin 
when we say that there are 
crooks and men of low standards 
in business, since, unfortunately, 
they exist in every walk of life. 
It is only fair to add, however, 
that the premeditated transgres- 
sions in business are few in 
number although they have been 
magnified more than a thousand- 
fold. 

Let us all take part whole- 
heartedly in an endeavor not 
only to raise the standard of 
living of those in our population 
who through lack of natural 
ability or opportunity have 
shown less progress, but let us 
stand foursquare at the same 
time against the deep pitfalls 
which may occur if these objec- 
tives are sought, even by well- 
intentioned men who do not un- 
derstand that the remedies they 
advocate may bring disaster. 

Many fine intellects predict a 
black future. For the long pull 
[I do not. I see a re-dedication 
of our best men and women to 
the public weal. I see trends 
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Leaf 


Mean Year ’Round Profits 


@ They use “Black Leaf 40,” every month the 
year around: every person who grows flowers or 
vegetables, raises poultry or livestock, or owns 
shrubs, evergreens or fruit trees is a potential 
user of “Black Leaf 40.” Because “Black Leaf 40” 
has so many uses, the constant demand for it 
means steady profits for you the year 
around. 


Get your share of “Black Leaf 40” 
profits. Tie in with the vast nation- 
wide campaign in over 4,000 magazines 
and newspapers by displaying “Black 
Leaf 40” in your store. Check over all 
vour sizes of “Black Leaf 40”—today. 
Be ready for the big demand that 
means profits the year around. 


TOBACCO BY-PRODUCTS & CHEMICAL CORP. 
INCORPORATED @ LOUISVILLE, KENTUCKY 








In the Sales Spotlight 


The established recognition of a time- 
honored name is your best guide—as it is 
for your customers. In rivets, that name 
is recognized by the T R & S Co. trade- 
mark—rivets made by the world’s largest 
and oldest Tubular and Split Rivets fac- 
tory—every rivet perfect, 100% usable, 
accurately gauged to drive easily and 
clinch with non-brittle smoothness. 


TUBULAR RIVET & STUD CO. 


World's Foremost Producers of Rivets 
Wollaston Massachusetts 
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Sell 
Running 
Water 


AT A GOOD 
PROFIT 





Write today for iiterature and com- 
plete information on Roper Shallow 
and Deep Well Systems... get the 
facts regarding exclusive features 
that justify the Roper position of 
leadership ... know why it’s more 
profitable to seil Roper equipment! 
The Double-Acting Single Cylinder 
Piston System, illustrated here 
pumps water from any source down 
to 22 feet .. . capacity 250 gallons 
per hour. 











TWO “FIRSTS” 
FOR FAST SALES 


Improved Hydraulic Pump Oilers 
With Genuine Double Seamed 
Bottoms 
THE KIND THAT WILL NOT LEAK 







\ These Eagle Hydrau- 

lic Pump Oilers are 
extremely well made, 
convenient to use, and 
reasonably priced. 
Improved Scan - Cans, 
the plastic models, are 
transparent and show 
at a glance the 
amount and 
kind of oil they contain. The plas- 
tic is unaffected by oil, gasoline or 
kerosene. Packed in “Sales-Maker” 
cartons that make ideal display 
pieces for counter or window use. 
Get a trial assortment of each from 
your jobber. 














EAGLE MANUFACTURING COMPANY 
WELLSBURG WEST VIRGINIA 











»~ ’ Scape vor Feature : 
“BUILDERS SPECIALTIES 


| For Counter Sales 


On your counters, on 
stock boards or in 





your windows PAINE a 
Products attract bus- 2 8 
iness, sell themselves a 
and build sales vol- y\ 4 
ume and profits. 4 


When ordering speci- 


fy “PAINE” for im- _ SPRING WING 
proved designs, extra TOGGLE BOLTS 
sales features, at- £59) 

tractive finish, and : 

modern self - selling M.S. TYPE 
packaging. Write for = 

Catalog. CL d= 
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- BOLTSE PERFORATED 
HANGER IRON 
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ROMEX STRAP 


THE PAINE COMPANY 
2963 Carroll Ave., U.S.A. 


























SLIPKNOT 
- FRICTION - 


TAPE 





Highest in Quality, 
Competitive in Price— 
Attractively Packaged— 


Sold only through 
reputable wholesalers. 


PLYMOUTH RUBBER COMPANY, Inc. 
CANTON, MASS. 








away from centralized govern- 
ment and a re-awakening to the 
necessity of correcting some of 
the mistakes which have been 
made. The change of attitude 
by many, in both the legislative 
and executive branches of gov- 
ernment, is most heartening and 
should be assisted. They should 
not be downhearted if words of 
encouragement do not bring the 
recovery they seek. Nearly all 
legislation has been called re- 
form. What is needed now is a 
separation of the chaff from the 
wheat and a courageous rejec- 
tion of the chaff. 


Taxes and Spending 


I see consideration for those 
less well off without submerging 
the more successful and without 
strangling our production sys- 
tem. I hear the call for only 
such laws, local, state and na- 
tional, as are well conceived and 
fairly tested. I think I see a de- 
termination to circumscribe the 
power of pressure groups. Cer- 
tainly there is widespread de- 
mand for the repeal of legis- 
lation unduly restrictive of 
enterprise. There is a deep de- 
sire growing in the country for 
a common sense point of view 
with regard to taxes and spend- 
ing. 

Our land has been explored 





but sparsely settled. Whether 
our rate of growth slows down 
or even stops, as in time it may, 
we have as a nation a great op- 
portunity for the future. In 
fact, I think it may well be said 
that we have, in all except a 
geographical sense, greater fron- 
tiers to conquer in the future 
than in the past. The way must 
be by education. Perhaps, as we 
go further, this education 
should be of a more selective 
type but that is an idea beyond 
the scope of what I am saying 
today. Our future success will 
depend on low cost production, 
hard work, tolerance and en- 
lightened leadership. We can 
give full employment privately 
financed. We can be a happy 
and prosperous people. The pre- 
requisite to such results is an 
understanding and a determina- 
tion on the part of all honorable 
men. 

Let us keep the faith. Other- 
wise the heritage we pass on 
will be less fine than that we re- 
ceived. Despite the difficulties 
we have faced, if we allow that 
to happen we shall be the rene- 
gade generation in our history. 
But we shall not. We will win, 
we must win, by virtue of a 
great awakening to the dangers 
and a steadfast and unswerving 
leadership which will assure a 
happy and a better America. 








STANLEY WINS PACKAGING AWARDS 

















These rule display cases of Stanley Tools, New Britain, Conn., were 
awarded top honors in the counter display classification in the two 
outstanding packaging competitions for 1938—The Wolf Award Com- 
petition and The All-America Package Competition. These modern, 
permanent and colorful molded plastic displays with window fronts 
and chromium plated trim are free with small balanced rule assort- 


ments. 
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The New PRO-TEX Pad 


Has Everything You Want! 


New low prices! Popular new sizes! 
Highest quality construction and fin- 
ish! New sales appeal! Everything 
you need for Volume and Profit. Ask 
your jobber for samples and prices, 
or write direct to 


BALLONOFF metat propucts co. 


5800 Kinsman Rd. Cleveland, Ohio 






























RICH LADDERS 
Build Bigger Sales 


Fo 








Rich Ladders are na- 
= tionally recognized 
| for their quality and 
dependability —“The 
Safest Ladders 
Built.” 


Their many extra 
features are exclu- 
sive selling advan- 
tages that lead to 
bigger sales and 
profits. 








For complete details 
see your jobber or 
write. 





THE RICH LADDER & MFG. COMPANY 








1005 Depot Street ° Cincinnati,O. 
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. YOU CAN SAFELY RECOMMEND 


ANY ROOFING 
PROVIDED its surface—that is, its protective top 


coating—is composed of STA-SO; a surfacing material of ever- 
lasting Vermont slate—crushed into flat, overlapping particles— 
widely used by leading manufacturers to completely seal and 
permanently protect the surface of their make of roofing. 
STA-SO surfacing defies time, weather, sun and fire—with 
Nature’s eternal power. STA-SO, on roofing, does not drop out 
or wash off and it sheds water perfectly. It comes in many colors 
and they never fade. 

STA-SO, as you see it on roofing, carries no brand name or 
label. To pod sure that any roofing you handle is surfaced 
with STA-SO, write us for information. 


No Roofing Is Better Than Its SURFACE 
CENTRAL COMMERCIAL CO., CHICAGO 


YOU CAN ALWAYS SAFELY RECOMMEND 
ANY ROOFING SURFACED WITH 








° STA"SOs% ° 








COFFEE CAN MILL 


BE GRAND 
e - s 

it can taste like Sheen dip 
The difference is not entirely in the brewing . . . not en- 
tirely in the grade of coffee . . . but much of the difference 
is due to freshness. And the only way to be sure of fresh 
coffee is to grind it as needed. Now, with this modern, 
streamlined Arcade Mill housewives are again taking up 
coffee gies for two reasons . . . better coffee with a 

t 


delightful aroma and fresh flavor . . . plus a kitchen ac- 
cessory they are proud to own. 
Display this modern mill . . . it will sell. Arcade Mfg. 


Co., 1201 Shawnee St., Freeport, Ill. 





ARCADE 
Crystal 


COFFEE 











Onder prom Your Jobber 
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LET THE GRAPH-AIR GUN TWINS 
HARVEST PROFITS FOR YOU 


These patented, nationally advertised de- 
vices have revolutionized the lubrication 
of locks and almost countless other de- 


vices with Dixon’s Microfyne Powdered 
Flake Lubricating Graphite. Blown pow 
dered graphite reaches any place 
squeaks, removes rattles. fights friction 
that causes binding, wear and power loss 
Nothing better for use in home, office, store 
mill and factory, or wherever there is fric- 
tional movement in machinery, autos, fire- 
arms and fishing reels and sporting goods, 
Planes, boats. Graphite has 1001 
ashore, awheel, afloat and aloft. Dixon's 
Graph-Air Guns make it easy to apply 
The Flexophane Junior, retails at 30¢ on 
4 display-instruction card, filled with 
about 900 shots. The rubber, refillable. 


stops 


uses 


model at 75¢ filled, 8 time refill can at 50¢ 
These are quick moving, profitable items 
Get them from your jobber o 
Booklet CG-40 


write for 





JOSEPH DIXON CRUCIBLE CO., JERSEY CITY, N. J. 


GRAPH-AIR GUNS 
MICROFYNE GRAPHITE 


a Sek, me 


AND 








Step Up Your Sales 


WITH STEWART FENCE 
AND OTHER PRODUCTS 


~ 


iN A ai C 
IRON 
and 


WIRE 


rewor 
A FENCES 
The Stewart Iron Works Co., Inc. 


637 Stewart Block Cincinnati, Ohio 


s 
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threatening world scene of April, 
1939. 

It is difficult for us here in the 
United States in our own so 
nearly self-sufficient land to com- 
prehend the strain and stress, 
the actions and reactions which 
afflict such nations and which 
produce “idealogies” and actions 
which so many of us resent. 
These are symptoms only of the 
deep-seated ailment. 

To the British their foreign 
and trans-sea concerns and af- 
fairs mean their bread and meat. 
They are constantly aware of 
their daily dependence on them 
They will fight, or not fight, as 
it best serves that interest, sub- 
ordinating instinctive sympa- 
thies and prejudices to their 
utter need. To us, our trans-sea 
concerns and activities act as do 
those mysterious rarer vitamins 
we read about but are not con- 
scious of, and yet, without which. 
we lose our vigor. So we feel 
free to stand aloof in unctuous 
self - righteousness and throw 
verbal brickbats and moral plati- 
tudes at hungry or hunger-fear- 
ful, struggling others. One group 
denounces Britain as a “be- 
trayer of democracy” and an- 
other group of us denounces 
Germany, Italy and Japan as 
“handit nations.” 

The masses of all those na- 


tions deeply crave peace. Their 
craving is more profound than 
we can ever know, for modern 
America never tasted the tin- 
gling, acrid draught of close- 
waged war as they did, not so 
long ago. They’ll fight, furiously 
and desperately before they’ll 
starve. 

I know that men like your- 
selves in these other nations— 
men who work and provide work 
for others—do desperately want 
peace if a way to it can be found. 
Yet fearsome and terrific forces 
drive on to wider, greater con- 
flict than this earth has ever wit- 
nessed before. If such conflict is 
not escaped, every realistic stu- 
dent of our history must know 
we Americans. almost _ inevi- 
tably, will be drawn in. We have 
been involved in every world war 
throughout our career. On the 
next occasion, we may have to 
choose sides in order to effect a 
decision before all we know as 
civilization vanishes utterly 
from the earth, and so avoid the 
fate of the “innocent bystander.” 

Meantime while destiny pon- 
ders. we Americans, will serve 
the good cause of peace by add- 
ing to the sum total of cool- 
headedness. patience, striving 
for tolerant standing about the 
world and not hatred. bitterness 
and recrimination. 


Taking the Mystery Out 
of Builders’ Hardware 


‘ 


(Continued from page 45) 


building. such as doors, windows, 
transoms, gates and scuttles; and 
for the convenience, protection 
and safety of the occupant. 
“According to Henry R. Towne, 
American usage has adopted the 
term ‘builders’ hardware’ to desig- 
nate that large group of metal 
products, used in buildings, which 
relates to protection, convenience, 
and decoration, as distinguished 
from the heavier and simpler ma- 
terials of construction such as 
columns and beams, or nails and 
It is usually interpreted 
locks. 


screws. 
to include such items as 
latches, catches, hinges, bolts, door 


door holders, and 


sash 


closers. 





transom operators, hooks, sash 
pulleys, strikes, push plates and 
kick plates.” 

It is to be regretted from the 
standpoint of the legitimate build- 
hardware distributor that 
manufacturers have seen fit in 
many cases to quote direct prices 
to contractors on government 
work. All too often these prices 
have been lower than the cost to 
the distributor, making it impos- 
sible to compete for this business. 
Hasten the day when manufactur- 
ers will manufacture and distribu- 
tors will distribute, all for the 
good of the industry. 

In our next chapter we will take 
up the subject of sample rooms. 
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SUPERIOR 


HARDWARE- 
CLOTH 


Always cart 


to its name_ = 


—— 


GF WRIGHT secce 


WORCESTER: MASS. | 


SELL THEM BY THE SET 


Divide sales effort and multiply profits by 
selling labor-saving Forstner Auger Bits by 
the set. Cash in on the need of every wood- 
worker for a complete size range of these 
all-purpose tools by offering them in con- 
venient, compact sets of 9, 11 or 17 bits. 


Forstner Bits, unlike others, are guided by 
a circular rim instead of a center or level. 
The entire cutting surface is working at all 
times leaving a clean, smooth hole regard- 
less of knots 
or grain direc- 
tion. 


















Write now for 
catalog which 
describes the 
entire line of 
Forstner Bits 
for hand and 
machine bor- 
ing. 
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FORGED TOOLS 


SINCE 1854 


CONSTRUCTION AGRICULTURAL 
MINING TRACK 





THERE IS NO SUBSTITUTE FOR 


EXPERIENCE 


THE WARWOOD LINE TODAY REFLECTS 
ACCUMULATED EXPERIENCE FROM 
85 YEARS' CONTINUOUS OPERATION 





WARWOOD TOOL COMPANY 


WHEELING, WEST VIRGINIA 




















PRODUCED BY 
HELLER STREAMLINED CABINETS 





q Increase your 1939 sales with the New Attrac- 
tive Modern Heller Streamlined Store Fixtures and Equip- 
ment. Heller has incorporated many new features to make 
your own individual store stand out for attractiveness in 
displaying your stock to best advantage. The outlay is 
surprisingly modest! 

g INV ESTIGATE AT ONCE—Let Heller name you make 





1939 your biggest year! Send as many details of your store as 
possible and Heller will help you plan by mail, without cost o7 
| obligation 


ILLUSTRATED LITERATURE SENT FREE 


W. C. HELLER & CO. 


139 Bryant St. 20 Vesey St. 
Montpelier, Ohio New York City, N .Y. 
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NOT A 
“GADGET” 


A practical tool — built in the same 
way and from same fine metals as the 
famous Porter line of industrial clip- 
pers. A household necessity — belongs 
on the home work bench and the home 
tool kit because it makes the hard job 
easy —cuts rods, heavy wire, nails, 
small bolts, etc. Cutting capacity and 
— far beyond the ordinary one- 
and nipper. 
At a popular price — retails for $3.00 — 
and pays the dealer a fair profit. 
Put up in an attention-getting counter dis- 
play container. Sells without sales talk — 
speaks for itself. 


PORTER 


















































































Send for Catalog of 
Porter Line of bolt clip- 
pers and pruning tools. 


H. K. PORTER, INC. 
17 ASHLAND ST., Everett, Mass, 





@ Customers all over the world walk into 
hardware and implement stores and ask for 
Alligator Steel Belt Lacing, or they ask for 

“metal belt, lacing that can be put on with 
a hammer.” 

For thirty years belt users have been 
doing this and as a result more than 200 
million belts have been laced with Ailli- 
gator. This widespread use plus advertis- 
ing in 140 trade and farm papers, 
brought about this remarkable acceptance 
for Alligator. 

Don't let this profitable business get 
away from you because you can’t deliver 
when your next belt lacing customer walks 
in or calls up. Check your stock today and 
order from your jobber. 


FLEXIBLE STEEL LACING CO. 
4616 Lexington St., Chicago, Ill. 
Just a hammer to apply it 


Drives straight. Compression 
grip protects belt ends. 


Rocker ‘hinge 
pin. Joint easily separated. 


Write for Handy Size Chart 


ALLIGATOR 


STE EL BELT WNGING 

























Power Lawn Mower Manufacturers Deny 


Federal Trade Commission’s Charges 


Alleging Conspiracy to Fix Prices 


OWER lawn mower manufac- 

turers have filed answers vig- 
orously denying charges of monop- 
olistic practices made in a Federal 
Trade Commission complaint, Doc- 
ket No. 3689, directed against nine 
manufacturers together with the 
Power and Gang Mower Manufac- 
turers Association, which was dis- 
continued more than a year ago. 

O. T. Jacobsen, president, Jacob- 
sen Mfg. Co., Racine, Wis., wrote 
Harpware AGE protesting a sum- 
mary of the complaint as published 
on page 99 of the Feb. 23, 1939, is- 
sue of this publication. The item 
protested said, in part, “Nine com- 
panies manufacturing practically all 
the power lawn mowers sold in the 
United States, and their association. 
Power & Gang Mower Manufac- 
turers’ Association, Chicago, have 
been served by the Federal Trade 
Commission with a complaint alleg- 
ing a combination, understanding 
and conspiracy to fix and maintain 
by agreement through the associa- 
tion certain list prices, uniform 
trade-in allowances and _ uniform 
discounts for the purpose of elimi- 


nating price competition among 
themselves.” 
Accompanying Mr.  Jacobsen’s 


protest was a copy of a letter he had 
sent the Federal Trade Commission 
from which we quote, in part, as 
follows: 

“Replying to complaints as set 
forth by paragraphs as follows: 


“Paragraph 838. 
Sales reported ' tor year 1935 
No. Amount 

By all manufacturers, per 

U. S. Census Bureau. ..8,863 1,498,936.00 
By bers of iation 

reporting to Peat, Mar- 

wick, Mitchell Company, 

GRO  cesddcosvessed 6,170 1,015,185.43 





“Above facts refute statement that 
many buyers had no other source of 
supply. 

“To our knowledge, no individual 
manufacturer made any change in 
his dealer discounts in order to con- 
form with the practice of the ma- 
jority or to conform with any recom- 
mended trade discounts adopted at 
any association meeting. Therefore, 
all members of the association con- 
tinued to be in free competition 
with each other just as prior to 
1931. 

“Paragraph 4. 

“In compliance with request of the 


Federal Government, this group of 
manufacturers met, sponsored, and 
financed a code of Fair Competition 
for the industry. We refer to Code 
No. 84, approved by General Hugh 
S. Johnson. This cost the members 
of the association $4,135.68. All 
fair trade practices subsequently 
adopted by this group of manufac- 
turers were in accordance with the 
approved code, which was beneficial 
in helping to discourage destructive 
competition among dealers. 

“We refute the statement that 
there was any attempt by ‘agree- 
ment, combination, understanding 
and conspiracy’ to fix or maintain 
prices other than duly authorized 
and approved under Code No. 84. 

“Reply to sub paragraphs. (a) 
ach manufacturer has always es- 
tablished his own independent list 
prices and still does. (b) The es- 
tablishment of a trade-in allowance 
schedule for the guidance of dealers 
or manufacturers was provided in 
Article VI, Par. 12, Code No. 84. 
This schedule was discontinued in 
1937. (c) Trade discounts have al- 
ways varied from 20 per cent to 40 
per cent among respondents. (d) 
The code gave the majority, as rep- 
resented by this group of manufac- 
turers, the right to determine what 
constituted fair or unfair trade prac- 
tices. It was definitely considered a 
fair trade practice to conform to 
uniform terms of sale. (e) Since 
the association became ineffective in 
its efforts to eliminate unfair prac- 
tices in the industry when the Su- 
preme Court ruled the National Re- 
covery Act and all industry codes 
unconstitutional, the respondents 
named in the complaint have since 
made no attempt to follow any pre- 
scribed code of fair competition. (f) 
The association did attempt to or- 
ganize district groups of dealers and 
distributors for the purpose of fos- 
tering good will and harmony among 
such competitors and to eliminate 
suicidal cut-throat competition. 
These attempts all failed, due to the 
natural jealousy and greed among 
the various parties, and (g) At no 
time, by act of code or otherwise, 
has any territorial allocation ever 
been made for the division of sales 
among the respondents.” 

Harpware AcE has invited all re- 
spondents to contribute similar re- 
sponses or other pertinent comment 
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@ Chis ad will not interest 
those who assume the easy - 
going attitude that ‘“‘a nail 
is a nail’’. But Carpenters, 
Millwrights, Crating De- 
partments are wise to the 
differences in Wickwire 
special nail performance — 
the difference in wire quality, in uniformity of heads and 
points that save time and waste of materials. e Wickwire 
offers you special nails in all styles, sizes and finishes — 
bright, cement coated, galvanized or coppered. ® Specials 
for nailing machines; diamond, needle and duckbill points. 
Specify Wickwire Nails and test the difference. 


WICKWIRE BROTHERS 


PRTItAN Beem c& WwW po? oe ee © 














BOMMER 


are the best of each type obtainable by the 
merchant to insure a satisfied customer. 


Anticipate your season’s requirements and 
Order Now. 



















No. 960 No. 970 





Bommer Spring Hinge Co. — Brooklyn, N.Y. 
Chicago Sales Office: No. 180 N. Wacker Drive 











INDISPENSABLE for contacting the Wholesale 
Hardware Houses in the United States and Canada. 
GIVES THEIR NAMES AND ADDRESSES— 
CAPITALIZATIONS—LINES HANDLED—TERRI- 
TORIES COVERED—NUMBER OF MEN TRAV- 
ELLED — WHEN THE BUSINESSES WERE 
ESTABLISHED— AND THE NAMES OF THE 
OFFICIALS AND BUYERS. 


* 





Sust Off the Press! 


The 15th Edition of 


HARDWARE AGE VERIFIED LIST 


The most complete and authoritative list of 
WHOLESALE HARDWARE HOUSES 
We have yet published 


These lists are needed by all who sell through Hardware Channels 
Price is $10.00 a copy—REMITTANCE WITH ORDER 


HARDWARE AGE VERIFIED LIST 


239 WEST 39th STREET, NEW YORK, N. Y. 


* 

















OBVIOUSLY useful information for calling on Job- 
bers—in making credit arrangements and in Direct 
Mail Sales Promotion Advertising. 


IT ALSO CONTAINS SEPARATE LISTS OF 
MILL SUPPLY DISTRIBUTORS — PLUMBERS’ 
AND TINNERS’ SUPPLIES JOBBERS—MANU- 
FACTURERS’ AGENTS — HARDWARE CHAIN 
STORES— HARDWARE ASSOCIATION LISTS. 
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THE NEW LOW COST 
“CHALLENGE” No. 551 


New! Different! Better! Mounted 
on spring suspended steel base. Deliv- 
ers 1% to 2 cu. feet of free air per 
minute at any pressure up to 50 Ibs. 
per square inch. Die-cast parts—hone- 
polished cast-iron cylinders—cast and q 
machined pistons—oversize bearings— 
positive ring-feed oiling system—no oil 
pumping or “oily’’ air—V-belt drive— 
internal mix No. 121 spray gun—for 
paint, lacquer, kalsomine, enamel. var- 
nish, insecticides — faster. 4 
smoother, better. Lists com- $18 75 
plete, less motor at only . 
DEALERS: Send for Speedy Sprayer handbook. 
price list and catalog. Electric sprayers $7.50 


up—auto or tractor—power sprayers $2.70 up. 








W. R. BROWN CORPORATION __ ; 


5724 Armitage Ave Chicago, t1.. U.S.A. 
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several has received in- 
formative data. In the paragraphs 
which follow we quote, in part, from 
copies of manufacturers’ replies to 
the Federal Trade Commission. made 
available to us by these firms. 

M. S. Ramsey. sales manager. The 
Moto-Mower Co., Detroit. Mich.. pro- 
vides a letter written by Edwin S. 
George. president of that concern 
which reads, in part, as follows: 
“First of all, this association was 
never incorporated, nor did it main- 
tain an office in Chicago or else- 
where. The Power and Gang Lawn 
Mower Manufacturers Association 
was discontinued more than a year 
ago. It might quite truly be said 
that it was originally formed under 


duress of the N.R.A.... 


and from 


Variety of Prices 


“As regards power lawn mowers. 
the very character of the product. 
the unsimilarity of the mowers built 
by the different manufacturers. 
makes for a variety of prices and the 
impracticability of even attempting 
to standardize prices. Terms are, in 
general quite uniform, that is the 
list price is subject quite generally 
to a 30 per cent discount to the trade 
(dealers and jobbers). although some 
give as low as 25 per cent and some 
as much as 40 per cent. 

“Reference is made by you that 
nine concerns ‘has constituted sub- 
stantially all of the power lawn mow- 
ers manufactured in the United 
States and sold therein.’ While that. 
in a measure. may have been quite 
true five or six years ago, it is not 
so today. . . . The facts are, how- 
ever, that there are many more than 
nine companies making power lawn 
mowers. ... 

“If the Federal Trade Commission 
believes there is any attempt at col- 
lusion as regards bids on requested 
proposals. may I refer you to recent 
bids on requests for proposals by 


Municipal and Federal Depart- 
ments. ... 

“T would recommend by all means 
that you take any official action 


necessary to indicate in your records 
that the Power Lawn Mower Manu- 
facturers Association, which 
formed directly due to government 
action at Washington, in creating the 
N.R.A., be now undone officially at 
Washington. as this organization 
passed out of existence. sine die, 


was 


nearly two years ago.” 


NRA Code 


From R. C. Luecke. Milbradt 
Manufacturing Co.. St. Louis. Mo.. 
comes the following: “In the first 








place we might state that sume years 
back some of the manufacturers in 
this business attempted to form a 
trade association for whatever bene- 
fit could be derived to the members. 
The association never amounted to 
anything until the advent of the 
N.R.A. when it was necessary foi 
the industry to formulate a code. as 
required under the National Re- 
covery Act. The members of the 
industry submitted the code under 
the name of the Power and Gang 
Lawn Mower Manufacturers’ Asso- 
ciation, and the several members 
shared in the expense of formulating 
the code and administering same in 
proportion to their annual sales. 

“We can say. however, that be- 
cause of the fact that the bulk of 
the power lawn mowers were sold 
by these manufacturers to dealers 
(who were not subject to the pro- 
visions of the code) the ethics and 
practices laid down by the code were 
never adhered to. A Blue Book of 
suggested trade-in values was pub- 
lished for the guidance of the deal- 
ers and even during the N.R.A. this 
Blue Book was not ahered to by 
the dealers. 


No Agreement 


“We will therefore try to answe 
the various complaints issued under 
paragraph 4 in the order named. 
There never has been any agreement 
between ourselves and any othe: 
manufacturer in the business con- 
cerning list prices. In some respects 
and in some features certain of our 
mowers are similar to the mowers 
of other manufacturers, but we have 
no single mower in our line which 
could be produced at exactly the 
same cost as any other mower of 
any other manufacturer. It is true. 
however. that each of our mowers 
generally falls into a class and in 
this manner it usually is compared 
with another mower of some other 
manufacturer. and therefore to a 
certain extent our prices cannot be 
of a great variation with those of 
other manufacturers or we would 
lose out entirely in competition. 


Code Requirements 


During the advent of the N.R.A. it 
is true that our code required the 
filing of schedules of prices, dis- 
counts, terms and conditions of sale, 
ete.. but it is absolutely untrue that 
this is being done now or has been 
done since the National Recovery 
Act was declared unconstitutional.” 

C. S. Smith. vice-president and 
general manager. Ideal Power Lawn 
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The CHAMPION HARDWARE CO. 





Feature Champion's 
Mail Boxes and 
Letter Box Plates 


Write Today For New Folder On 
Complete Line 











No. 9170 Letter Box Plate 


GENEVA, OHIO 











Our exten$ive line of ready to nail Horse, Mule, 

and Bronco shoes is growing in popularity. They . |] 
average horse without a 
feetly balanced and shaped. No turning heols or 


tapered, and spaced. Tough, strong, long wearing. 
— Write for information. — 




















ealks. 








. jelter Nails~ 
lore : Sale ! 


ptr K-SCREWS 


One Piece CONSTRUCTION 











head can't 
twist loose. Sevr-CaLKinc Heap 

plugs and seals perfectly. Putt-Proor 
Screw SHaANK—holds tight for life of 
roof. Heavy Zinc Coatinc—adds 


years of rust-proof service. 


ANCHOR LEAD HEADS 


Non-Rotatinc—drives without turning 
no strain on head. More Horpinc 
Power—Anchor rings increase hold- 
ing power 2 to 4 times. Seats Hove 
extra lead under head insures per- 
fect seal. Neepte Pornt-—for easier 
driving. Up to 30% More Nats to 
rHE Pounp! 
SEE YOUR JOBBER for samples and prices. 


ion — per- 


Nail holes are clean, correctly 





TO ALL SHOOTERS 


For Gun Protection 


SELL HOPPE 


LONG with every sale of a .22 rifle, sell a bottle of Hoppe’s No. 9 Clean- 
ing Solvent, carton of Hoppe’s Cleaning Patches, can of Hoppe’s Lubri- 
cating Oil... Sell them along with all other guns. . . Sell them to all buyers 
of cartridges and shot shells . . . Needed every shooting day, for proper 
care of all firearms. For swabbing guns for rust’ prevention in storage, 
Hoppe’s Gun Grease. Display all four constantly. Attractive display cartons 
FREE. Your jobber can supply vou promptly. 


FRANK A. HOPPE, Inc. 
2314-A NO. 8TH ST., PHILADELPHIA, PA. 


REPRESENTATIVES: Ed. W. Simon Co., Inc., 302 Broadway, New York City 
H. L. Bowlds & Son, 108 W. 2nd S#., Los Angeles, Calif., and 831 S. W. Vis’o, Portland, Ore. 
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TANDOM P. SMITH, INC, IRVINGTON, FL, US. 


They'll Scrape Up New 
Profits For You 


Shaped right and balanced right 

they scrape right. Two r¢ place 
able sharp blades save sharpen 
ings. Either blade used by simply 
turning handle over. Popular big 
sellers. Easel Display has atten 
tion compelling light reflecting 
top. Sales of extra blades alsa 
profitable 


LANDON P. SMITH, INC. 
IRVINGTON, N. J. 





Now ALso IN CANS 


in all popular sizes from % pint 
to one gallon. High tensile 
strength! Nationally advertised! 
Priced right! Ask your jobber, 
or write us giving your jobber’s 
name, for full information. 
THE McCORMICK SALES CO. 

420 Light St., Baltimore, Maryland 
McCormick & Co. (Canada) Ltd., Toronto 








Mower Cv., Lansing, Mich., povides 
an answer which covered sales de- 
clines from 1930 to 1933 and out- 
lined the Ideal company’s participa- 
tion in the former association. Mr. 
Smith’s answer said, following an 
outline of sales declines in the above 
periods, that: “The selling season 
of power and gang lawn mowers 
covers about five months—March to 
July—of the 12 months, and it was 
apparent to a number of the manu- 
facturers that in preparing a sched- 
ule for a short selling season we did 
not anticipate so severe a loss of 
business, and as a result entered the 
latter part of the selling season with 
a considerable inventory on hand. 
prices were badly slaughtered to 
move this stock and turn it into cash, 
because if it were not moved by July 
it must be carried over for at least 
seven or eight months at consider- 
able loss. 

“The first meeting (of the group) 
in December, 1931, at which the 
writer presided, was called primarily 
for the purpose of discussing busi- 
ness conditions and the possibility 
of limited schedule that would not 
leave the manufacturers with excess 
stock and a demoralized market con- 
dition. Not only had the manufac- 
turers suffered from this condition 
but the dealers were also suffering 
severely. Most of them had lost 
money. could not meet their obliga 
tions, and we as well as other manu- 
facturers felt that some steps should 
be taken to correct this condition. 

“The second meeting was held in 
January. 1932, at which the writer 
presided, and steps were taken to 
organize an association to carry out 
the thought that had been expressed 
in the first meeting in December. 





“Due to the loss of business and 
to assist our dealers to continue in 
business, many manufacturers were 
giving excessive discounts and the 
dealers were making abnormal al- 
lowances for old equipment in the 
sale of new equipment. In 1932 the 
Blue Book was established as sug- 
gested trade-in allowance for old 
equipment that would tend to stop 
excessive losses on the part of the 
dealer. 

“We have tried to give you a 
picture of the conditions that pre- 
vailed in 1931, the action that was 
taken by the manufacturers as a 
protection to themselves and their 
various selling agencies over the 
country, the effort that was put forth 
by the manufacturers to comply with 
N.R.A. by adopting a code, and the 
feeble effort that was put forth fol- 
lowing the collapse of the N.R.A. to 
continue along the line of a pattern 
that had been set for us under the 
law which was later declared un- 
constitutional.” 

Other respondent companies are: 
Coldwell Lawn Mower Co., New- 
burgh, N. Y.; Outboard Motors 
Corp., Milwaukee, Wis.; Roseman 
Tractor Mower Co., Evanston, IIL; 
Toro Mfg. Co., Minneapolis, Minn.. 
and Eclipse Lawn Mower Co.. 
Prophetstown, III. 





Enameled Ware Catalog 


The Moore Enameling & Mfg. Co., 
West Lafayette, Ohio, has issued an 
attractive 40-page catalog on its Mar- 
balart, Enamelart, Memco decorated, 
Memco standard, Lafayette, gray enamel- 
ware, blue white stipple and Caribbean 
blue vitreous enameled household uten- 
sils. The catalog illustrates the items 
in the various lines, gives specifications 
and price lists. 





How’s the Hardware Business? 
(Continued from page 93) 


were 24 per cent above the dollar 
volume of sales in the first three 
months of last year. A part of this 
gain in the volume of sales over a 
year ago was due to the fact that 
white lead prices had been ad- 
vanced approximately 25 per cent. 
* * * 


Big Vacuum Cleaner Ship- 
ment—Recently Landers, Frary & 
Clark, New Britain, Conn., shipped 
a solid carload of vacuum cleaners 
of one popular model to the west 
coast. The company states that it 
believes this to be one of the larg- 
est orders for vacuum cleaners re- 
ceived by any manufacturer for 
quite some time. 





Norge Range Sales — The 
Norge Division, Borg-Warner Corp.., 
Detroit, Mich., has announced that 
Norge electric range sales were 158 
per cent greater for the first quar- 
ter of 1939 than they were in the 
same period in 1938. Open orders. 
even though production has been 
geared up, are running approxi- 
mately 2% times those of a year 
ago. 

* * F 

Leonard Refrigerator Sales 
—March electric refrigerator ship- 
ments from the factory of the Leon- 
ard Division of the Nash-Kelvinator 
Corp., Detroit, Mich., were 386 per 
cent greater than for the same 
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READY? 
“ The 1939 Edition of 
: MARBLES 
e AYVA D’s WATE R- wi NGS 
I. CATALOG of — = dozen display cartons, three colors, life- -— ~— 
’ Sights, Gun Cleaners, —_. . <ellooh cards and window streamers supplied ach pair 
un Oil, Knives, Safety FREE SWIMMING INSTRUCTION BOOKLETS 
4 Game, ae Fish for retailers to give away with each pair, as advertised in: 
p Write for Dealer Catalog of AMERICAN BOY AMERICAN GIRL 
4 | this nationally advertised AMERICAN WEEKLY BOY'S LIFE 
; line of steady sellers. PARENTS’ MAGAZINE 
a it MARBLE ARMS & MFG. co. 3) millions sold, retailing profitably at 25¢. Order today from 
= ©6540 Delta Ave., Gladstone, Mich., U.S.A. your jobber, or write direct. 
e- 
. All Marble’s [son every noun Gp in tHe onen AYVAD WATER-WINGS, Inc., Hoboken, N. J. 
P Prodacts are 
a American-made 
ir I -nnoneonsareerepesasertacemimaape osm IE ea dies ese eeoeee pee ene eiaiemeeeenedadat 
r \ IT DOES EVERYTHING BUT TALK 
‘ Waller's 
: : QUICKVISE 
i}- BEST from Every Angle 
@ Instantly adjustable at any 
: NEW DEEP WELL . Attached in a jiffy to any 
2 ga ney to @ Changed in a moment to @ 
; PUMPS gece SEE ce 
n- Deep Well Pumps. More weight, and strength not in use 
‘ine. tans oh comune ‘is oe ee 
e: matehed an real opportunity for bigger e oa frame ter tung tard 
pump sales and profits. Write today for full @ Priced to leave plenty in any 
w- details and franchise information. purse 
rs 2.65 East of Denver 
He Profits Most Who Sells Running 2.35 West of Denver 
¥ Because it’s Indispensable in any 
L.; Water First! tool kit, It’s indispensable In 
“9 any hardware stock. 
” EMCO MANUFACTURING CO. 
784 GLADYS AVE. LOS ANGELES 
| The 
0., 
an 
ar- 
od, 
: JUNIOR 50c 
an 
a as advertised in 
A GOOD HOUSEKEEPING 
Helps You Increase Sales 
ON THIS FAMOUS CAN OPENER 
Look for the OPEN CHAMP Ads in this 
National magazine, display the can opener prom- 
, WATERSPAR * ali inently in your store and watch your sales go up. 
~ FLORHIDE EDLUND Co. BURLINGTON, VERMONT 
‘he 
P-. INTRODUCING GREATEST VALUE EVER OFFERED 
= cial ON UNDERGROUND GARBAGE RECEIVERS! 
SANITARY—ODORLESS—EASY TO INSTALL 
” Wanta Good Position? i “TARY ODORLESS EASY TO INST 
he The quickest and surest way of securing « te oF Sizes: 10-15-20 Gals. (inner pail caps.) 
rs food position is through the Classified Oppo ie tk. Comes gees aa 
en tunities Department of Hardware Age. Yada 
2 ‘ , ; Nos. 10, 15, & 20 have double opening cast 
XI Hardware Age will put you in touch with iron tops (as illustrated) 
ar Hardware concerns who want help and look Nos. 10-P, 15-P have one piece 16 Gauge 
for it in the Trade-paper that reaches the pressed steel tops 
areatest number of readers. No. 10 net wt. 262 Ibs. @ $2.10 EA.” 
i Send vour copy with remittance to No. 10-P net wt. 18 Ibs. @ $1.70 EA.” 
ip- HARDWARE AGE EASTERN CAN COMPANY 
ost Classified Oportunities Dept. 12-25 sad 0 ea. EAST psy MASS. 
ae 239 West 39th St.. New York City ; wee eualad te ai cen 
me 
MAY 4, 1939 















ADD THIS PROFIT MAKER 














































































Farmers every 
where like the ‘‘feel" 
of the Collins Bush 
Hook. It handles eas 
ily, and is invaluable 
in clearing away 
brush, saplings and 
undergrowth. Added 
selling point —— it’s a 
Collins, famous for on 
the job performance 

Complete your 
profitable axe line by 
adding this quick 


selling item. Order — 
dtcivimus 
For 113 years, 
this trade mark 
has meant qual 
ity performance 
nm axes. 


from vour jobber——if 
he can't supply vou, 
write The Collins Co.. 
Collinsville, Conn 








Simplex size-marked pump leathers are 
easiest to sell—and they will stay sold 
The size is so clearly marked on each 
leather there can be no mistakes about 
size—no hunting for rulers to measure— 
and no exchanges from customers 

By selling Simplex size-marked pump 
leathers you cut down selling expense 
and give your clerks more time to sell 
other items. You build the reputation of 
having a well-stocked store with an in- 
telligent sales force. Try this new way 


to make sales more profitable 
Ask your jobber or write us for price list. 








month in 1938. according to an an- 
nouncement by Ray Legg. general 
sales manager of the Leonard re- 
frigerator organization. March ship- 
ments totaled 4681 units. as com- 
pared with 1305 for the same month 
a year ago. a unit gain of 3376. 


x 


Washers and Ironers--House- 
hold washer shipments broke some 
records in March and for the first 
quarter of 1939. The total for the 
first three months of this year was 
392.519 units. the industry’s biggest 
quarter since the third quarter of 
1937. The increase was 38.03 per 
cent the total of 284,370 at- 
tained in the first quarter of 1938 
and 47.29 per cent over the final 
quarter of 1938, according to na- 
tional figures released by J. R. 
Bohnen. executive secretary-treasur- 
American Washer & _ [roner 
Manufacturers’ Association. Fae- 
tory shipments of washers in March 
were the highest for any month in 
two years. being 152.725. compared 


over 


er, 


to 160.246 in May. 1937. The 
March total was 30.51 per cent 
ahead of March. 1938, and 17.56 


per cent greater than that for Feb- 
ruary. 1939. Household 
shipped .in the three months were 
27.831. compared to 30.517 in the 
opening quarter of 1938. a decrease 
of 8.80 per cent and a fraction un- 
der the shipments of 27.959 in the 
final quarter of 1938. March ironer 
shipments totaled 11.607, compared 
to 10.727 in March. 1938, an_in- 
crease of 8.20 per cent. and up 
14.83 per cent from the February 
figures. 8016. 


ironers 


Farm Items—-With the abun- 
dant early moisture promising an 
unusually large hay and _ fodder 
dealers are building their 
stocks of hay rope early. Binder 
twine are excellent for 
volume for domestic manufacturers. 
This season’s prices are extremely 
Early sales of scythes and 
snaths reflect an expected large de- 


crop. 


prospects 


low. 


mand. 


Plumbing Accessories 
Home-building is adding much life 
to this department, with no recent 
price changes. Steel pipe demand 
is ahead of 1938. Recent industry 
statistics on plumbing brass. for 
February, showed shipments of 
1.543.000 pieces. about at the level 
of the previous month. Correspond- 
ing shipments a year ago were ap- 
proximately a half million pieces 


less. 





Hose, Lawn Mowers, etc. 
Lawn mower sales are aided by the 
heavy early stand of grass, and re- 
orders are numerous. Garden cul- 
tivators and hand tools had an early 
setback in sales, but their late de- 
mand has sharply improved. Spring 
sales of spades and shovels have 
been somewhat better despite fre- 
quent weather setbacks. 


* * * 


Toy Exports Increase — \n- 
creased demand in overseas markets 
for toys of American manufacture 
is evidenced both by the increased 
foreign sales and the enlarged num- 
ber of foreign trade opportunities 
currently received in the Depart- 
ment of Commerce. Exports of toys 
from the United States during the 
first two months of the current year 
were valued at $243.440 compared 
with $216,123 in the corresponding 
period of 1938, it was said. Im- 
ports of toys into the United States 
have decreased concurrently with 
increased foreign sales of domestic 
manufacture. The value of imports 
of such products during the Jan- 
uary-February period of this year 
were 40 per cent less than for the 


corresponding period of 1938. sta- 
tistics show. 
Wholesale Ordering Pur- 


chasing by most of the jobbers has 
remained at the 
pace noted since the opening of the 
year. The European situation is the 
chief and continuing deterrent to 
larger activity—Washington is still 
watched anxiously—the coal strike 
has certainly not helped business. 
Actually, the retail outlets of the 
country are in the most enviable 
position at the present time, for 
consumer demand is both more ac- 
tive, and more easily influenced to 


same conservative 


activity, than merchant demand. 
large or small. 
* * * 
Lower Inventories—Manufac- 


turers’ stocks of finished goods de- 
clined in February for the fourth 
consecutive month and were about 
equal in volume to those held in 
July. 1937. according to the Na- 
tional Industrial Conference Board. 
{ comparison of these latest in- 
ventory figures with those for the 
peak stocks of 1938 reveals the 
extent of the liquidation that has 
occurred. Raw material stocks have 
declined 13.1 per cent since April 
of last year; semi-finished goods. 
9.0 per cent since May; and fin- 
ished goods, 8.9 per cent since Jan- 
uary, 1938. 


(Continued on page 146) 
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Yes Sir! 
‘RUBYFLUID 
SELLS FAST 


Not only do the new Ruby- 
fluid Counter Display cartons 
really help sales but customers 
ure demanding these superior 
soldering products because 
Rubyfluid makes their job of 
soldering an easy one. You, 
too, can see soldering sales 


jump by just displaying this 
littl money maker. Order 
Flux, Core Solder and Paste 
from your jobber or write 
direct. 


The RUBY CHEMICAL CO. 


58 McDowell St. Columbus, O. 






Bartlett Manufacturing Co. 


3034 EAST GRAND BOULEVARD 
DETROIT, MICHIGAN 


Bartlett No. |-W 
Compound Lever Tree Trimmers— 
Rope Pull 


Preferred by Public 
Utility Companies be- 
cause of the protection 
to the operator and its 
easy cutting qualities. 
Drop forged biade 
1% in. limbs 


BARTLETT Tree Paint 


For destroying and preventing the growth of wood 
destroying fungi and for the protection of wounds, 
use Bartlett’s Tree Paint. CLasily applied with 
ordinary paint brush. 

Used by Highway Depts., 
fessional Tree 


cuts 





Publie Utilities and Pro- 











ROTABIN Saves 5Q”% 
| Oke} Se.) 7.44 3 


ROTABIN stores, displays and sells nails, rivets, 
washers and other “binable”’ merchandise in a com- 
pact accessible manner in ') the space now occu- 
pied by such items in your store. Each ROTABIN 
section rotates, bringing the merchandise right to 
your finger tips. No time lost in looking for the 
correct size--no boxes to open--no sticking drawers 
to pull out--no unnecessary steps running from bin 
to bin. ROTABIN saves hardware dealers, time, 
steps, labor and money and makes storage space 
pay a profit the year around 








WRITE FOR 
BEFAILS 
THE FRICK-GALLAGHER MFG. COMPANY 


WELLSTON, OHIO 











1939 HIGHLIGHTS 
OF AMERICA’S EASIEST-SELLING 
BICYCLES 


Lower Prices 


Improved Features 
A Complete New Line 


of Lightweights 
Write t 1 y f rfuii Jetails 
The Westfield Manufacturing 
Company 


Westfield, Massachusetts 





Experts. Write for Catalog No. 25. 

















fa.) 


me 


FOR 70 YEARS 
VISIT OUR EXHIBIT AT THE 


WORLD’S FAIR 


NEW YORK 
AMERICAN SPONGE 


SINCE 1869 
San Francisco 


[cass 





















Square Point (as shown), Caro Round, Spear, HOW IS YOUR 
Paring, Hawk Bill. Sizes 2%” 3%”, 4” Stoc Spl 
A GOOD LINE AND A COMPLETE’ ONE! rr ee 
STAY knives? 
R. MURPHY’ S SHARP ym in 
am Knives 


Skiving Knives 
Rubber Knives 
Mackerel Knives 
Butcher Kn ‘ves 
Pruning Knives 
Oileloth Knives 
Sloyd Knives 
Plaster Knives 
Kitehen Knives 
Stencil Knives 
Manual Training 
ives 


SHOE KNIVES 


The most popular of all shoe knives with master 
cutters and apprentices. They contain highest 
quality, finely tempered steel that holds its edge 
Every blade is razor sharp, hand-honed. Handles 
afford a perfect grip. Neither blades nor handles 
loosen! No play at all. 

You'll satisfy your trade if you Sell this line 
known for high quality since 1850 


Complete Catalog on Request 


ROBERT MURPHY’S SONS CO. 
Ayer, Mass. 


Roofing Knives 

Shir? Knife Handies 

Extension Blades 
and Handles 

















IT’S IN THE GROOVE! 


Grooved for SAFETY — PERMANENCE — ECONOMY 
NO SHORTS—NO LEAKS 
NO GROUNDING 


Although Porcelain Products Electric Fence 
Insulator Knob No. 60 is the most recent ad- 
dition to our line, its rugged all-porcelain 
grooved construction and universal application 
has made it the most popular and fastest sell- 
ing insulator in the electric fence field. 

The grooves, though simple in appearance, 
have been carefully designed and performance 
tested in the field to insure against shorts and 
current leakage. 

Its application to fence 
straight runs, is only one of the new features 
in Porcelain Products No. 60's popular economy, that meets the In- 
dustry’s demand for a non-grounding insulator that is 100% efficient at 
all times. a is a Porcelain Products inaulator for each electric 
fence requiremen 

Write for full a on our complete line. 


PORCELAIN PRODUCTS, INC. 


corners, as well as to 





No. 60 








FINDLAY, OHIO 
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GREATEST ALUMINUM PAINT VALUE 


ever offered the Trade! 

















Two compartment 
cans with Aluminum 
Paste or Powder 
and the finest Ex- 
terior Spar Varnish 
Bronzing Liquid. 
Ready Mixed Alu- 
minum Paint made 
with Aluminum 
Paste. The most 
perfectly balanced 
Ready Mixed Alu- 





minum Paint that will not tarnish or con- 
geal in the can. 
Order from your jobber. Jobbers: Write! 


SHEFFIELD BRONZE POWDER & STENCIL CO. 
@ Cleveland, Ohio 


es S000 Woodhill Road 
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EELGRI 


BELT LACING 









4, Tt 












A stronger | for all types of 
belts. Put on with a hammer—easily 
penetrates the toughest belt. Clinches 
smoothly tnto belt, fy ends, 


a permanent 
a“ pies bined 
8 sizes. 





veyor belts ‘and heavy drives—espe- 
cially drives operating under outdoor 
conditions. 


Without 


handled safely, 
and quickly. 
Patented blue 
aligning card 
holds hooks, even shortest ends in 
perfect alignment—every hook is 
used, no card waste. Fit Wiregrip 
or any other standard lacers. 
Available in 6 sizes. 


Sieat P 




















“The ‘oan Lacing 
ee of 


304 
ehicaco. Usa. 


3 NOW 








Now, when folk are in the garden— 
transplanting, cultivating, planting 
—is the time to sell them TRUMP 
GARDEN TOOLS. If you aren’t 
displaying TRUMP right out on 
the counters, you’re missing a bet 
—and profits. Sold separately, or 
three tools to a box. Order from 
your jobber, quick. Animal Trap 
Company of America, Lititz, Pa. 


TRUMP 


GARDEN 
TOOLS 











Retail Hardware 


Alabama, The 
Assn. of, convention and exhibit, May 
16, 17 and 18, 1939, at Mobile, Ala. 
J. H. Crowe, 410 N 21st St:, Birming- 
ham, Ala., is secretary-treasurer. 


American Hardware Mfrs. Assn. 
annual convention meeting with the 
National Wholesale Hardware Assn., 
Oct. 16 to 19, 1939, at the Marlbor- 
ough-Blenheim Hotel, Atlantic City, N. 
J. Charles F. Rockwell, 342 Madison 
Ave., New York City, is secretary of 
the manufacturers’ assn. George A. 
Fernley, 505 Arch St., Philadelphia, 


is secretary of the wholesalers’ assn. 


Associated Pot and Kettle Clubs 
of America, annual convention, July 
7-9, 1939, at the Hotel Claremont, Ber- 


keley, Cal. Al. G. Fischer, J. W. 
Robinson Co., Los Angeles, Cal., is 
secretary. 


Carolinas, Hardware Assn. of, June 
13-15, 1939, at the Ocean Terrace Hotel, 
Wrightsville Beach, N. C. Arthur R. 
Craig, 407-11 Commercial Bank Bldg., 
Charlotte, N. C., is secretary-treasurer. 


Credit Congress, 44th Annual Con- 
gress, sponsored by National Associa- 
tion of Credit Men, Grand Rapids, 
Mich., June 12-15, 1939. Henry H. 
Heimann, One Park Ave., New York 


City, is executive manager. 


Eastern Hardware Golf Assn., 
annual golf tournament, June 1-3, 1939, 
Cavalier Hotel, Virginia Beach, Va. 
H. L. Gilliam, 9 Rockefeller Plaza, 
New York City, is secretary-treasurer 
of the association. ‘ 


Homefurnishings, International 
Market, June 5 to 17, 1939, in the 
Merchandise Mart, Chicago. 


Housewares Show, sponsored by 
New York Housewares Mfrs. Assn., 
July 10-15, 1939, at Hotel Astor, New 
York City. Mrs. Flo English, Hotel 
Pennsylvania, New York, is secretary. 


National Contract Hardware 
Assn. convention and exhibit Oct. 2-5, 
1939, at Hotel New Yorker, New York 
City. J. Harold Dumbell, executive sec- 
retary, Fulton Bldg., Pittsburgh, Pa. 


National Retail Hardware Con- 
gress, July 17-20, 1939, at Netherland 
Plaza Hotel, Cincinnati, Ohio. Rivers 
Peterson, managing director, National 
Retail Hardware Assn., Security Trust 
Bldg., Indianapolis, Ind. 


National Small Business Men’s 
Assn., Akron, Ohio, annual convention, 


Coming Conventions 
and Events 


Corrected each tissue 
according to latest data 


June 27, 28, and 29, 1939, at Detroit, 
Mich. DeWitt M. Emery is president. 


National Wholesale Hardware 
Assn., annual convention meeting with 
the American Hardware Manufacturers 
Assn., Oct. 16-19, 1939, at the Marl- 
borough-Blenheim Hotel, Atlantic City, 
N. J. George A. Fernley, 505 Arch St., 
Philadelphia, is secretary of the whole- 
sale association and Charles F. Rock- 
well, 342 Madison Ave., New York, 
City, is secretary of the manufacturers 
association. 


Triple Convention of the American 
Supply and Machinery Mfrs. Assn., 
National Supply & Machinery Distrib- 
utors Assn., and Southern Supply & 
Machinery Distributors Assn., May 25 
to June 1, 1939, on S. S. Monarch oj 
Bermuda on a cruise to Bermuda. Sec- 
retary of the American Assn., R. Ken- 
nedy Hanson, 1108 Clark Bldg., Pitts- 
burgh, Pa.; National Assn., H. R. 
Rinehart, 505 Arch St., Philadelphia, 
and Southern Assn., Alvin M. Smith, 
Smith-Courtney Co., Richmond, Va. 


How’s the Hardware 
Business? 
(Continued from page 144) 


Building Gains—March resi- 
dential contracts, despite severe 
storms and a delayed spring, rose 
59 per cent over February, to the 
highest level on record since Octo- 
ber, 1929. The gain over the March, 
1938, total for the 37 states east 
of the Rocky Mountains amounted 
to 58 per cent, according to F. W. 
Dodge Corp. Total contracts for 
all classes of construction started 
during March amounted to $300,- 
661,000 which represented a gain 
of 32 per cent over March of last 
year and a further gain of 36 per 
cent over February of this year. 
All major classes of construction 
were ahead. Total construction con- 
tracts for the first quarter of 1939 
have reached the highest volume in 
eight years, with a gain over last 
year of 44 per cent. In residential 
building the contract total for the 
first quarter represented a_ten- 
year peak, gaining 83 per cent over 
the corresponding period of last 
year. 
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‘» AMERICAN, 


‘ives CARI 


Aw) AMERICAN CHAIN DIVISION e ie CHAIN & CABLE COMPANY, 





BRIDGEPORT, CONNECTICUT Bz Business Joe Your Sapely 

















GET MORE TRACK and HANGER 
BUSINESS 


NO. 100 TRACK NO. 15 TRACK 





Sell Wagner No. 
100 and No. 15 
Track with Wag- 
ner No. 1500 
series Roller 
Bearing Hangers. 
Give better ser- 
vice to customers 
— simplify your 
stock. 1500 
Hangers operate 
in both oa 100 
and No. 15 
NO. 1500 Track. One 
HANGER hanger — two 
tracks. Write for 
Wagner Trac 
and Hanger 
Literature. 


a MFG. COMPANY 
WAGNER wc 
Cedar Falls, lowa 





















96006006000 00000666666066 
STAR HEEL PLATES 


These fast selling 
heel plates gather 
steady profits for 
dealers. Outstand- 
ing leadership-and 
quality for 30 years. 
For ALL sizes of 
shoes. Y gross 
pairs in box. Sold 
by leading Jobbers. 


Send for Samples and Prices. 


STAR-HEEL PLATE co. 


Newark N. J. 


9O666600666060000660660 





OOO666666606660066 




















EAGLE Rules are the strongest and the 
most accurate rules on the market because the 
patented Strike-Plate Joint is an absolute 
guarantee against splitting open, twisting 
apart, separation of joint and wood sections. 
and stretching, while the Strike- 
Plate cannot come off and prevents 
wear on markings. 

Stock up on EAGLE Rules to fill 
the need of well informed craftsmen 
who insist upon them and also to 
supply all of your customers with 
better rules. Order from your job- 
ber TODAY! bl If 
Write for descriptive literature on |“ 

THE RULE THAT HAS MADE 

GooD 


EAGLE RULE MFG. CORP. 


514 Hunts Point Avenue New York NY 











KNOWN 
EVERY WHERE 


Cif Mo. 800 — Low Priced, Pump Filler, 
“IO Polished Brass Finish. 

No MGOOQA 

DE TRON No. 600A — Bottom Filler, 1 Handis 


Lock Down Pump, Polished Brass Finish 


No. 158A—Chrome Plated Tanb end 
Pump, Full Skirted Windshield 


CLAYTON @ LAMBERT Mc. Co. 


DETROIT, MICHIGAN 




















-SAND’S LEVELS 


—TELL THE TRUTH— 
o_o. 0. 


WORLD'S STANDARD FOR 45 YEARS 


“Factory Built-In Accuracy” 


MASONS’ WOOD AND ALUMINUM 
CAEPENTERS’ WOOD AND ALUMINUM 
TILE SETTERS’ WOOD AND ALUMINUM 
SAND’S-STEVENS SURFACE AND LINE 


Write for Catalog 


Sanps LeveL & Too. Company ° 


8631 Gratiot Ave. DETROIT, MICH. ® 
eeece 




















Good Window Displays « « « 


Do you realize that no one factor will draw people te a store 
like attractive window displays of ble merch 





Hardware Age is continually reproducing such window displays— 
its representatives are always on the lookout for new ideas. 








HARDWARE AGE, 239 West 39th Street, New York City 


And many dealers who require their own copy of Hardware Age 
find it highly profitable to subscribe to e.tra copies for their sales 
force. 

The cost, $1.00 per year, is returned over and over in better 
windows and increased trade. 
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DENISTON 


**Lead Seal”’ NAILS 


Get samples of this remarkable roofing 
: of roofing give better _ a 





shank actually plugs the nail hole with lead! ... 
Ask your jobber or write us for samples and dem- 
sastrator Diocks. 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, iit 








STEEL MORTAR HODS 
No dripping onto 
, the user's back. 


Made entirely of 
stee) with wooden 
shoulder saddle 
and handle. 
Edges are heay- 
ily reinforced. 
The fork is 
pressed from 
heavy gauge 





Write for prices. 
The Cleveland Wire Spring Ce. 
E. 38th and Hamilton Ave. 








C3 +. Ghevelend, Ohio c J * 








‘SUNSHINE 


arench 


cHAMO 


oe ee 
ASK YGUR JGOBBER 


FOR GUAR EXTRA VALUE 
SEWED PIECE CHAMOIS 


HOYT & WORTHEN TANNING CORP 
HAVERHILL. MASS 











No. 10 Lindsay Blanket Pins 


STEEL—NICKEL PLATED—6 pins to card—% 
gross cartons. In bulk—l gross cartons. BRASS— 
NICKEL PLATED—-6 pins to card only. End of pin 
is protected—no scratching or catching. Length 3% 
inches. Also used by campers, hunters, laundrymen, 
ete. If your jobber does not stock, write direct to: 


PERFORATED PAD COMPANY, 


Sole Distributors, Woonsocket, R. |., U.S.A. 


KEY BLANKS 


OF EVERY DESCRIPTION 
Also, assorted skeleton keys. 


Catalogue on request 


GRAHAM MFG. CO. 


Deron Cran U. S.A. 


























Ole) ey 


em NAIL 


OF FT ad ad FY 


The “Ansonia” 
Good looking, thoroughly 
dependable clipper re- 
tailing at 10¢! Smartly 
designed counter 

comes loaded with 12, 
and sells them. At your 
jobber’s Catalog price 
sheet on request. 


The H. C. Cook Co. 


27 Beaver St., Ansonia, Conn 












The “Who Makes It?’ 


issue of Hardware 


Age enables you to quickly locate sources of 


supply and helps you answer many ques- 


tions regarding brand names, products, etc. 


Fort Wayne, 
Thomas curtain 


horn Hdwe. Co. 
ANSWER: Green & Young Mfg. 


stretchers?  Still- 


Co.. 466 Ottawa St.. Muskegon. 
Mich. 
*% * * 
Huntingdon, Tenn.: Who makes 


the Farmers Friend corn planters? 
Carter & Leach. 


ANSWER: Eagle 
Lancaster, Ohio. 


Machine Co.. 


La Grange, Texas: Who makes 
the Rumrill pottery? Walter Kneip 
Furniture Co. 


ANSWER: Rumrill Pottery Co.. 
Little Rock, Ark. 


Canton. Ga.: Who imports the 
W. H. Grindley & Co.. Ltd., Eng- 
land, china ware? Canton Hard- 
ware Co. 


Ind.: Who makes the 


ANSWER: Gunthel & Cruveilher, 
61 W. 23rd Street. New York, N. Y. 


Middletown. N. Y.: Where can we 
procure Nip-O-Scissors used by man- 
ufacturers of collars and_ shirts? 
Ayrest Galloway Hdwe. Co. 


ANSWER: John A. Eberly, Read- 
ing. Pa. 


Asbury Park, N. J.: Who makes 
Pumso powdered hand soap? Lewis 
Lumber Co. 


ANSWER: Connecticut Can Co., 
Hartford, Conn. 


Elizabethton, Tenn.: Where can 
we procure repairs for a rowing 
machine, formerly made by Dunbar- 
Gibson, Inc., New York City? Eliza- 
bethton Hdwe. Co. 


SNSWER: Munro Athletic Prod- 
ucts Co.. Inc., 4th Ave. and Blvd., 
Paterson, N. J. 
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BEST SELLERS OF 1939 


MAKES IT?” 


information regarding sources of supply as pro- 
vided renders of Hardware Age by the “Who Makes These Features: 
It?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue. When writing to the firms mentioned, state 
that you secured your information from the Hard- 
ware Age Directarys Number. 





Because They Have 


New Soft Rubber Grips 
All Agatine Guides 
De‘achable Handles 
Twenty-two Hot Numbers 
Four $1.00 Numbers 
Rods to Retail at 25¢ 
Rods to Retail at $1.60 
Rods with Cork Grips 


Send for Special Bulletin 
FR-1 and Prices. 





Milwaukee. Wis.: Who makes the Salem. N. J.: Who makes the 
Spiral Wind fishing reels? Chas. F. Steam-O-Matic electric lron? Fogg’s 
Hilgendorf. Inc. Hdwe. Store. 
ANSWER: Spiral Wind Fish Reel ANSWER: Steam-O-Matie Corp.. 
Co., 752 Military Rd.. Buffalo. N.Y. 228 South First Street. Milwaukee, 
Wis. 3901 —- Ave., 0 ene — N. Y. 
os EVERY GAS STOVE NEEDS THE 





Patented 
HYDRO-FLUE HUMIDIFIER 


New Model with DUPLEX 


St. Matthews, S. C.: Where ean FORCED DRAFT now avail- 


























lher. we procure Barbours linen thread 4 able. 
: Mf a Amenia. N. Y.: Who makes an Modernizes the kitchen—ban- 
I. Y. oe Sees Soon meeinems. See. acid product used for brandin ishes old-fashioned  stovepibe, 
land? Shep Pearlstine Co. I : & vaporizes fumes, traps grease 
stock? E. O. Kingman. and dirt. Salesmen—good ter- 
e . ritory open. SL 
ee ee ee ANSWER: O. M. Franklin Black. WARD MFG. CO. AANs 
n we ae 60 F. 42nd Street. New York. leg & Serum Co.. Live Stock Ex- Set a. AT Taney: 
nan- ibd, change, Denver. Colo. 
rts? 
. ass STOCK THIS QUICK 
ead- % oe 4 
Newberry. 5S. €.: Whe makes -_ Ps KILLS-RATS-ONLY 
> - ops ' . Livingston. Tenn.: Who makes 
Redonyx fishing rod tips and = e ee . PRI AS A aes 
, " guides ¢ omimackK s dwe.. ine. en 1 ‘ ‘ everything but Rats. ay of —— dried red saul 
akes iia? tominash’s a 1 Tung Seal floor varnish atter ng jer—Not » poison—hari 
ews son Roberts Hdwe. advertised in magesines, Farm od Poulty § ——4 
. » , . aie te ‘Ts¢-—Ready ‘Mixed 35¢" a, “fi. 00. A 
ANSWER : WW... a. Meyer & Son. “ANSWER: - McCloskey Varnich jong, profi, tem —a quick, money maker. Hardware 
. . Stree ? 3 : company, Spring 
~*~ ~ Y 9S Steckhaler Street. Bktyn. Co.. (Holmesburg) Phila., Pa. — 
ROCHESTER ADJUSTABLE 
“oe x % % x SASH BALANCES 
can A product of Guar- 
wing anteed quality. Real 
nbar- Glen Cove, N. Y.: Who makes the Stevenson. Ala.: Who makes profit in handling 
Fliza- Nustone garbage receivers? M. Evans two row corn planters? Knox them. 
Steisel. Hardware Store. Write for prices. 
Prod- Sash Bal Ce 
Blvd.. ANSWER: Nustone Products ANSWER: Oliver Farm Equip- ae ee. aaa 
Corp.. of N. J.. Tenafly. N. J. ment Co.. Springfield. Ohio. 
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Classithied Opportumitien Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





[ Clonsijied Adwentiring Rater | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words...... $3.00 
All capitals, maximum, 50 words.. 4.00 
Each additional word...... .06 
Positions Wanted 
(Special Rate) set solid, maximum 
FO WOGEB ccccccccccccccecesses .50 


Each additional word 
Allow Seven Words for Keyed Address or Your Address 
BOXED DISPLAY RATES 


One inch 
Each additional inch 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 

4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order 
not currency. 








HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 











[ Positions Wanted =| 


| Positions Wanted 


| —- Positions Wanted 








HARDWARE PERSONNEL. OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to yo 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 





SALESMAN, TEN YEARS’ EXPERIENCE 
COVERING hardware, fishing tackle, bicycle and 
building trade of Southern New York State, also 
seven years bicycle trade exclusively in south- 
west. Am single, middle aged, A-1 references. 
Address Box D-443, care of Harpware Aoez, 
239 W. 39th St., N. Y. City. 





A or saws Manacer 


Available! 
experience—Advertising, Pro- 
motion, Sales Letters, Merchandising, 
Publicity, Public Relations, Adv. Agency 
practice. Young, versatile, employed. Ad- 
dress Box D-424, c/o HARDWARE AGE, 
289 W. 39th St., N. Y. City. 


20 years’ 








MAN WITH 25 YEARS’ EXPERIENCE in 
retail hardware desires position. 18 years with 
one concern. Has had experience on Builders’ 
Hardware, general hardware, paints and marine 
hardware. Married with family. American. 
References. Address Box D-451, care of Harp- 
ware AGe, 239 W. 39th St., N. Y. City. 





HARDWARE REPRESENTATION 
WANTED. HAVE FOLLOWING of all im- 
portant Mill Supply and Hardware dealers in 
Metropolitan N. Y., Northern N. J. and Conn. 
Interested in a good Hardware item. Have 
established office in wholesale hardware district. 
Address Box D-478, care of Harpware Acer, 239 
W. 39th St., N. Y. City. 





SALES AND MANUFACTURING EXECU: 
TIVE, 45, capable and experienced, mechanics 
tool and builders hardware. Know costs, produc- 
tion, credits, advertising, export, domestic sales, 
and management. Can build up sales, manage 
factory, or relieve busy executive of burden of 
detail. Prefer smal! salary and bonus. Address 
Box D-449, care of Harpware Ace, 239 W. 39th 
St., N. Y. City. 


TRAFFIC AND EXPORT MAN, 33 YRS., 
aggressive, pleasant personality; heavy diversified 
experience in above positions, thorough knowledge 
of domestic and foreign shipping. Rail and 
ocean ladings, trucking, warehousing; heavy ex- 
perience in export orders, sales follow-up, large 
volumes. Satisfactory service resulting in future 
good will. Locate anywhere. Address Box D-420, 
=e of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 








| CAN INCREASE YOUR SALES! 
Salesman, 45 years of age, with 28 
years’ experience selling tires, bat- 
teries, radios, and household appli- 
ances in every state in Union and in 
territory west of Soo in Canada, de- 
sires position with reputable manu- 
facturer anxious to increase his sales. 
For past 12 years have concentrated 
efforts in western states, and have 
personal acquaintance with every 
buyer for all jobbers west of Chicago 
and north of Missouri. Will take on 
any established line on straight com- 
mission, or will establish good line on 
salary and expense basis. Understand 
both Jobber and Dealer merchandis- 
ing problems. 

Address Box 0-419. care of HARDWARE AGE, 

239 W. 39th St., N. Y. City. 














YOUNG MAN, REFUGEE, 19 YEARS old, 
with 5 years’ experience in all branches of our 
line in Germany and United States and wants 
a good opportunity for his future. Address Box 
D-452, care of unpecdhe Ace, 239 W. 39th 
St., N. ¥. City. 





BUILDERS’ HARDWARE MAN EXPERI- 
ENCED figuring from Architects’ Plans and 
Spec. on all types building construction, familiar 
with leading manufacturers’ lines and modern 
builders’ hardware specialties. Capable buyer and 
qualified to handle all details. Address Box 472, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 





HARDWARE MAN THOROUGHLY Ex. 
PERIENCED IN Retail and Wholesale hardware, 
paints, sporting goods and kindred lines, desires a 
position with responsible retail firm. References. 
Capable of buying, bookkeeping and store manage- 
ment. In early fifties and good health. Free to 
go anywhere. Middle West or South preferred. 
Salary secondary. Address Box D-316, care of 
Harpware Acer, 239 W. 39th St., New York City. 


DURABLE GOODS INDUSTRIES: AC- 
COUNTANT-CREDIT executive available; 34, 
assume full charge, excellent background and 
qualified. Fourteen years with prominent Hard- 
ware and Paint Concerns, familiar with their 
outlets. Thoroughly experienced in general ac- 
counting, internal systems; cost and selling rec- 
ords, taxes, financial and profit ratios and operat- 
ing budgets perpetuating any organizations. 
Thoroughly experienced with credits (Com- 
mercial, Contractual and Maritime); effective ap- 
plication of credit licies, commercial law, Fed- 
eral Heard Act, State lien laws; minimum of 
losses; high collection percentage. Seek execu- 
tive with large and well rated manufacturer or 
wholesaler. Resume prepared. Box D-456, care 








of Harpware Ace, 239 W. 39th St., N. Y. City. 


Available, A TRIPLE THREAT MAN in 
the Hardware Industry. EXECUTIVE, 
now employed. Years of experience (1) 
in Retailing, (2) Wholesaling, (3) with 
one Manufacturer. education—Eng- 
lish-Scotch descent, 45 years old. Decided 
at age 20 to learn thoroughly the Hard- 
ware business. Still studying and learn- 
ing—now a $10,000 per year man. 

I’m still closely in touch with retailers. 
I’m also a triple threat for a wholesaler, 
—capable of taking charge of (1) selling, 
(2) buying, (3) advertising, also manage- 
ment. Can build annual promotion cam- 
paigns for both Wholesalers and Retailers 
and develop increased business. 

Selling experience with Manufacturer 
started with regular selling to retailers. 
Then I developed the first jobber outlets 
for factory and finally handled department 
store trade, public utilities and Hardware 
Wholesalers. 

I believe I know the trend of future dis- 
tribution. My most effective contribution 
will be to a good Hardware Manufacturer. 
I’m a practical Idea-Man, sales and adver- 
tising minded with 9 years of executive 
experience. 

This is selling copy, please forget the 
egotism. Address Box D-463, care of 
HARDWARE AGE, 239 W. 39th St., New 
York City. 














FIFTEEN YEARS’ EXPERIENCE IN RE- 
TAIL hardware, housefurnishing, electrical sup- 
plies and paints. Knowledge of builders’ hardware 
Locksmith. Last ten years operating own store 
Familiar with modern methods or interior display 
and sales promotion. Thirty years of age. ar- 
ried. Northern New Jersey or Metropolitan New 
York preferred. Address Box D-457, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





EXPERT ACCOUNTANT—BOOKKEEPER 
WITH TWELVE years’ background, seeks posi- 
tion requiring intelligence, experience, and char- 
acter. Assumed control of bookkeeping, credits, 
collections, office personnel, for one of the largest 
hardware and plumbing supply concerns. - 
oughly versed in tax reports, financial statemenis, 
systematizing, salesmen and cost records. Ad- 
lress Box $459, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





STORE OR DEPARTMENT MANAGER, 
36, FORMERLY in charge of hardware depart- 
ment leading National Chain Store Organization 
thoroughly experienced in modern merchandising 
methods, sales promotion, buying, control, store 
arrangement, advertising and display. Seeks 
connection with progressive independent dealer 
interested in modern sales promotion ideas. Ad- 
dress Box D-475, care of Harpware Ace, 239 W. 





39th St., N. Y. City. 
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| - Positions Wanted | 


[Sales Representatives Wanted | 








SALESMAN 16 YEARS’ EXPERIENCE 
BUYING, Selling and Managing Hardware and 
Implement Store. Would like connection witb 
Manufacturer or Jobber. Ohio Territory Pre 
ferred. Married, own car. Willing to give any 
kind of reference. Address Box D-421, care of 
Harpware AcE, 239 W. 39th St., N. Y. City. 





MANUFACTURER’S AGENT, 36, MAR- 
RIED, LARGE following with the hardware job- 
bing trade, mill supply, chain stores, large retail 
dealers covering metropolitan New York terri- 
tory desires tool or builders’ hardware line on 
straight commission basis. 15 years’ experience. 
Good references. Address Box D-460, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





SALES REPRESENTATIVE WITH N. Y. 
DISPLAY office interested in small manufac- 
turer of Hardware or Allied items. Covering 
Eastern area, contacting chains, Jobbers, Dept. 
Stores, Will carry small stock. Frequent mail 
campaigns and trade ads supplement personal 
contact. No other lines will be carried. Address 
Box D-461, care of Harpware Ace, 239 W. 39th 
a, . FE. City. 





FACTORY SUPERINTENDENT, 15 YEARS’ 
EXPERIENCE, manufacturing quality tools for 
one of the oldest and best plier manufacturers in 
the country. Thorough mechanic and a proven 
executive. Location no object. A personal inter- 
view will convince you of my ability to produce 
results. Address Box D-440, care of HaRDWARE 
Ace, 239 W. 39th St., N. Y. City. 





ACCOUNTANT, ELEVEN YEARS’ EX- 
PERIENCE, AGE 31, desires connection with 
man.facturing or wholesale firm. Presently em- 
ployed as office and credit manager for retail firm. 
Well trained in all accounting lines. Now study- 
ing for C.P.A. examination. Position must have 
Pog gpg Pie go anywhere. Address 

ox D- » care 0 ARDWARE AGE, 239 ; 
at, .. T.. Chip: ee 





AGGRESSIVE YOUNG SALESMAN IN 
METROPOLITAN New York area desires con- 
nection offering good possibilities for a real hard 
worker. Experienced contacting and selling In- 
dustrial Plants, Institutions, Real Estate concerns, 
Builders, Banks, etc. No objection to straight 
commission proposition. Address Box D-470, 
“ of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 





HARDWARE MAN, 12 YEARS’ EXPERI- 
ENCE in Hardware, Paint, Plumbing, "erm 
and Janitor Supply lines. At present employed 
as Buyer-Manager. Know how to locate sources 
of “Hard-to-find Specials” that your customers 
always ask for. Seek position with firm that ap- 
— oe — loyal — intelligent service. 

ox D-471, care o 3E 
ai ito ~— 





FOR TWENTY YEARS, ON ONLY two 
jobs for that ww ne I have been developi: 
friendship with hardware and lumber jobbers co 
desirable retailers in New York, New Jersey and 
New England. I know them all and they know 
me favorably but like petticoat salesmen after the 
war, the market for my present line is gradually 
vanishing. If you have opening for a Christian, 
forty-three years young, who has averaged between 
four and eight t 1ousand a year for many years, 
snapshot and particulars will be supplied promptly 
to inquirers as responsible as advertiser. Address 
Box D-427, care of Harpware AcE, 239 W. 39th 
a, oe S. Co 





CREDIT MANAGER, SALESMEN SUPER- 
VISOR AND EXECUTIVE ASSISTANT. 
Thoroughly experienced in all phases of credits 
and collections; checking dealers in the greater 
metropolitan market including New York, New 
Jersey and Connecticut. Experienced directing 
telephone and outside salesmen as well as _per- 
sonally servicing customers. Competent right 
hand man for chief executive; able to efficiently 
assume serious responsibilities. Capable analyzer, 
organizer and supervisor. _Age 32, married, uni- 
versity graduate, executive accountant, able corre- 
spondent; practical experience with office per- 
sonnel management, office routine, inventory and 
budget control, costs, statistical compilation and 
analyses, warehousing, distribution. purchasing, 
cataloguing, and sales promotion. Now employed 
but seeking permanent connection where qualifi- 
cations above given may be more advantageously 
applied. Address Box D-476, care of HarnwarE 
Ace, 239 W. 39th St., N. Y. City 
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MANUFACTURERS’ AGENTS, SEVERAL 
DESIRABLE TERRITORIES still open for men 
calling on hardware jobbers, department stores 
and premium users. Address Box D-466, care 
of Harpware AcE, 239 W. 39th St., N. Y. City. 





WANTED—MANUFACTURERS’ AGENTS 
AND SIDE line salesmen now calling on retail 
nardware, paint, department stores to sell new 
Razor Blade Scrapers that carry extra blades in 
handle. These steel scrapers are adjustable to 
six positive positions. Address F, B. Williams 
Company, 507 East Pershing Road, Chicago, Ill. 





WANTED SALESMEN WITH’ ESTAB- 
LISHED TRADE calling on large retail Hard- 
ware stores, housefurnishing and furniture stores, 
to sell ‘‘Pussyfoot” Rubber Wheel Casters as 
side line on commission basis. State territory 
wanted and lines handled. Address The S. 
Rosen Mfg. Co., Inc., 616 Plant St., Utica, N. Y. 


EXCELLENT OPPORTUNITY FOR LARGE 
COMMISSIONS selling nationally known mod- 
erately priced aluminum cooking utensils. Must 
have experience and following in Hardware and 
Housefurnishing Trade in New York State. Ad- 
dress Box D-462, care of HarpwarE AGE, 239 W. 
39th St., N. Y. City. 


SALESMAN WANTED ALL TERRITOR- 
IES CALLING on hardware jobbers to sell some- 
thing new in a transparent household cement 
put up in an unusually attractive display. Lib- 
eral commission. State references, territory and 
lines now handling. Address Box D-458, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


SALESMAN WANTED BY RESPONSIBLE 
MANUFACTURER to sell five complete lines, or 
grades, of aluminum ware to hardware stores, 
housefurnishing trade, etc. Commission—paid 
weekly. Protected territory. Give full informa- 
‘ton regarding experience. State territory worked. 
Address—Illinois Pure Aluminum Company, Le- 
mont, Illinois. 


SALES REPRESENTATIVE WANTED— 
QUALIFIED SALESMAN to sell old established 
line Builders’ Hardware, Padlocks and Night 
Latches—Wholesale and Retail Hardware trade 
—Exclusive Territories—Commission basis—Give 
full particulars, lines handled, territory covered, 
experience, etc. Address Box D-473, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


SALESMEN WANTED TO SELL A com- 
plete line of fibre tool boxes to the retail and 
wholesale hardware trade as a sideline on liberal 
commissions. Commissions settled twice monthly. 
Territories: New Jersey, Pennsylvania, Maryland, 
Ohio and Washington, D. C. Protection on all 
repeat business. State lines you now carry. 
Address Box D-477, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


MANUFACTURER OF STAPLE HARD- 
WARE LINE wishes to contact experienced 
Hardware salesmen now selling direct to the 
Retail Trade in Territories of North and South 
Dakota, Kansas and Nebraska, Ohio and North- 
ern Indiana, Pennsylvania and New York State. 
Line repeats well. Liberal commissions paid on 
new and repeat business. Exclusive territory. 
No objection to non-competing side lines. The 
right man can make this an attractive connection. 
Write fully as to lines handled, experience, ref- 
erences, age, territory covered and how often. 
Address Box D-474, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


SALES REPRESENTATIVES WANTED— 
TO COMPLETE its national sales organization, 
Syracuse GuildTool Company desires representa- 
tion in the following areas: Ariz., Ark., N. Fla., 
So. Ga., parts of Ill, Central Ind., E. Towa, 
Kan., La., N. W. Mich., W. Mo., Neb., Nev., 
Toledo, O., area, Okla., Ore., S. Dak., Tex., 
W. Va., Wyo. Salesmen regularly calling on 
hdwe. and mill supply dealers in these territories 
who want profitable side line on commission basis 
are invited to write, stating exact coverave and 
lines handled. Address Syracuse GuildTool Com- 


pany, Syracuse, N. Y. 


SIDE-LINE SALESMEN WANTED: TO 
SALESMEN CALLING ON HARDWARE, 
VARIETY, DRUG, GROCERY, AND GEN- 
ERAL STORES, IN TOWNS AND CITIES, 
WE ARE OFFERING WORTHWHILE COM- 
MISSION PROPOSITION COVERING A 
































TRIED AND PROVEN HOUSEHOLD 
CEMENT. PACKED IN _ ATTRACTIVE 


COUNTER DISP!AY CARTON, TWELVE 
TUBES TO CARTON, RETAILING FOR 
TWENTY-FIVE CENTS EACH. WRITE 
ADVISING TERRITORY COVERED AND 
REFERENCES. ADDRESS BOX_ D-444, 
CARE OF HARDWARE AGE, 239 W. 39TH 
Sr.. B. ¥. Ceres 





MANUFACTURER'S REPRESENTATIVE 
DESIRES TO SELL nationally known line of 
builder’s hardware on commission basis. Must 
be well established with the trade. State lines 
handled, and territory covered. Address Box 
D-455, care of Harpware Ace, 239 W. 39th St. 
N. Y¥. Citg. 





ELECTRICAL JOBBER, WELL ESTAB- 
LISHED, HAS opening for salesmen with fol 
lowing in Western Pennsylvania and adjacent 
territories. Line is complete and priced right. 
Substantial volume possible. Payment on straight 
commission basis. eply giving full details and 
references. Address Box D-453, care of Harp- 
warE AcE, 239 W. 39th St., N. Y. City. 





HAVE YOU ENTREE WITH THE hard. 
ware, electrical and radio jobbers? Our line of 
wire and affiliated products should interest you. 
New England States, Wisconsin, North and 
South Dakota, Minnesota, North and South Caro- 
lina, Mississippi, Arkansas, Kentucky, Tennessee, 
Louisiana, Iowa, Missouri, Kansas and Nebraska 
Open. Address Box D-454, care of HarDWARE 
Ace, 239 W. 39th St., N. Y. City. 


[Accounts Wanted | 


MANUFACTURERS’ AGENT, WELL 
KNOWN IN eastern territory, seeks two or three 
non-competing lines. Has following among botb 
wholesale and retail trade and can furnish any 
required references as to character, ability, etc 
Address Box D-426, care of Harpware Ace, 23% 
W. 39th St., N. Y. City. 




















MANUFACTURERS’ REPRESENTATIVE 
TO THE HARDWARE, Mill Supply, Auto 
Supply, Dept. Store and Mail Order trade in 
Chicago only desites an additional line with 
volume possibilities. Prefer tool or allied line 
Established ten years. Gentile. Address Box 
7670-A, care of Harpware AGE, 1012 Otis Bldg.. 
Chicago, III. 





MANUFACTURER’S REPRESENTATIVE 
CONTACTING FURNITURE MANUFAC 
TURERS and hardware jobbers in Chicago and 
vicinity seeks one or two additional volume lines; 
furniture or casket hardware or items used in 
this field. Maintain office and pay own expenses. 
Address Box 7669-A, care of Harpware Acz, 
1012 Otis Bldg., Chicago, Ill. 


LINE WANTED—BY SALESMAN COVER. 
ING Minnesota, North and South Dakota and 
Iowa. Now selling one line to retail hardware 
and housefurnishings trade and desires one othe: 
good line to sell in connection with this, on com: 
mission basis. Interested only in a good line 
which dealers buy regularly. Can guarantee 
good volume with right line. Territory covered 
regularly. Address Box D-465, care of Harp- 
ware Ace, 239 W. 39th St., N. Y. City. 


[ Barsiness Opportunitien | 


MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 


FOR SALE HARDWARE BUSINESS in 
South Jersey town of 40,000. Good location on 
main business street. Owner wishes to retire. 
Annual sales $150,000. For information write 
Box D-467, care of Harpware Ace, 239 W 
39th St., N. Y. City. 


HARDWARE STORE, OWNED BY SAME 
family more than 60 years, recently modernized 
with new fixtures, in eon of Middle West cit 
of 100,000. Present owner retiring. Will sell 
or lease building. No implements or heavy hard- 
ware but clean stock of regular hardware lines. 
Unusual opportunity. Address Box 1-469, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 


HARDWARE MAN, CAPABLE MANAGER, 
BUYER, salesman; twenty years’ experience gen- 
eral hardware tools, factory, mill supplies, for 
merly employed by the largest concerns in the 
City of New York; now in business for himself 
for the past ten years in the Metropolitan area; 
excellent rating; references. Wants to get out 
of the one man proposition and merge with a re 
liable source. Offering services and stock equity 
about $8,500. Open for proposition. Address 
Box D-408, care of Harpware Ace, 239 W. 
39th St.. N. Y. City. 
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Thousands of men and young men are asking for that new 
Marlin booklet, “STRAIGHT SHOOTING’’—showing there 
ere plenty of red-blooded males around the country who want 
a good gun. Let us help you sell them! Send today for your 
supply of “STRAIGHT SHOOTING”—and consider this 
Marlin beauty: 






MARLIN 25-SHOT REPEATER, RETAILS AT $47.60 






















































































“STRAIGHT SHOOTING" 


New Marlin 


MODEL 81—25 - shot tubular b 
magazine bolt action .22 repeater. Simple. ooklet on han- 
positive feeding mechanism. Automatic dling and care of 
side ejection. Ballard rifling. A Martin firearms offered 


straight-shooting beauty! FREE AT 
DEALERS. Send 


+ ° > for yo s 1 
The Marlin Firearms Co. evans ‘New 
46 WILLOW ST.,NEW HAVEN, CONN, = Marlin Catalog 








BRUSH-NU COMPANY 


BALTIMORE MARYLAND 














To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in %4 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 
ne of SILENCE 


LENTEY - SOFTLY - SMOOTHLY 
SAVE FURNITURE 
& FLOORS-CREATE QUIET 


es 








Silence 


siide 


Rubber Cushic 


If he is ied write 


N.Y. C. 


Jobber supp 


DOMES of SILENCE. Inc., 35 Pearl St., 


Ask your 





RED-BLOODED MALES 
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There's money 
in farm 
meleyilate 


_- ee get your share by featuring 


Ny LC OR; Twodrain 
eo le oy 


TWO DORAIN 
CHANNE| 
DETAIL 


Channel Roofing 


provides absolutely water-tight pro- 
tection. Double channel drains any 
seepage. Three-crimp end lap gives 
extra protection against water pene- 
tration. Anyone can lay it — no 
special tools needed. 


MitcoR. 


Roll Roofing — Detail 


of Double Cross Lock 
Available in several styles and 
weights, all double cross locked, 
notched and resquared on sides 





2 and ends, off ig a depend- 


Unit of 
the Complete 


MixcoR. 


able safeguard against 
water seepage. 





— with the Perfect Lap 


You cash in by offering competitive sales 
advantages that “make sense” to farmers 


Metal roofing for farms offers you real profit oppor- 
tunities. You make the most of them with Milcor 
“Twodrain” Roofing. It offers all the advantages of 
metal ... plus extra features that give you something 
to talk about besides price. 


Here is roofing built from the farmer’s viewpoint, for 
maximum protection of livestock and crops. The 
triple-crimp Perfect Lap gives an end lap that defies 
driving rain. The “Twodrain” Channel construction 
forms a weather-tight side joint. These are features 
that click” with farmers .. . features you can depend 
on to keep customers satisfied, so they come back 
to you for all their building requirements. 

Milcor, selling only through legitimate trade channels, offers you 
a complete line of roofing, siding, and accessories, in a wide selec- 
tion of types. All Milcor plants, conveniently located to serve you 
promptly, carry a full stock . . . Metal roofing is easier to sell with 
the colorful Milcor Roof Selector, and other free selling tools. See 
your Milcor price list for details on the seven types of Milcor 


metal roofing. Write today for latest price list, if you do not have it. 
G-33 


MrccoR. STEEL COMPANY 


MILWAUKEE, WISCONSIN ° CANTON, OHIO 

CHICAGO, ILL. © KANSAS CITY, MO. © LA CROSSE, WIS. ® 

NEW YORK, N.Y. © ROCHESTER, N.Y. © BALTIMORE, MD 

Sales Offices: Minneapolis, Minn., Little Rock, Ark., Dallas, Tex., 
Denver, Colo., Washington, D.C., Boston, Mass. 
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DISPLAY 


FRE 


WITH FAST-SELLING ASSORTMENTS! 


te Here’s a new way to display and sell work 








gloves! For a few dollars, you get a select assort- 
ment of the fastest selling work gloves in the 
complete Boss line—packed at the factory in 
FREE colorful display box. All you do is open 
the box and sell! 

FREE DISPLAY is printed in 3 vivid attention- 
arresting colors that draw customers like a 
magnet. And the popular BOSS WORK 
GLOVES contained in these assortments have 
the quality and features that make customers BUY! 
Tested last year from coast-to-coast, this new- 
type BOSS GLOVE DISPLAY increased sales 
up to 300% and established profitable work 
glove departments in many stores that had 
never handled gloves before! 


GOLDEN JUBILEE 
eee «=—«CVALUES 


Celebrating 50 years of quality work 






glove manufacturing, BOSS offers 4 assortments of 
outstanding Golden Jubilee values. Read about them 
at right, and order the Deals which best fit your trade. 
If your jobber cannot supply you, write direct to 


THE BOSS MANUFACTURING COMPANY KSWASSE 


(@) ORDER FROM JOBBER (2) DISPLAY PROMINENTLY 





CONTAINERS 






























$3) JUBILEE DEAL No. 25 


5-dozen pairs assorted Clute Cut canton 
flannel gloves including 2 dozen pairs 
BOSS W ALLOPER No. 643—biggest sell- 
ing work glove in the world. Also in- 
cludes 1 dozen low-priced white canton 
flannel gloves, and 1 dozen each of two 
popular brown nap-out canton flannel 
gloves. Assortment costs $6.70. Sells for 
$9.60. YOUR PROFIT $2.90. 


G3) JUBILEE DEAL No. 26 


Same assortment as Deal No. 25 above, 
except white canton flannel gloves are 
Gunn Cut instead of Clute Cut. Assort- 
ment costs $6.70. Sells for $9.60. YOUR 
PROFIT $2.90. 


JUBILEE DEAL No. 27 


2 dozen pair leather combination assort- 
ment including one-half dozen pairs each 
of two numbers with safety cuff and two 
numbers with full gauntlet cuff. Priced to 
sell at popular 50c level. Assortment 
costs $8.70. Sells for $12.00. YOUR 
PROFIT $3.30. 


Gs3) JUBILEE DEAL No. 29 


2 dozen pair assortment of leather combi- 
nation slip-on gloves to retail at 50c a 
pair. One-half dozen pairs each of four 
numbers in assorted leathers with popular 
features like full index finger, strap on 
back, etc. Assortment costs $8.40. Sells 
for $12.00. YOUR PROFIT $3.60. 
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Hardware Stores find DAISY LINE One of Best 
Profit Makers— Popular Prices Attract Customers 


Take full advantage of the profit making possibilities of the 
DAISY LINE of Household Rubber Goods. It embraces dozens 
of rubber articles needed in every home. To set up an island 
counter, bristling with Daisy seasonal Rubber Goods, is to 
make this space the most productive in your store. Daisy 
Bath Sprays are the equal of sprays costing 3 to 5 times as 
much, are big sellers now and will make any store display 
a real money maker. 


Make up a counter of Daisy Bath Sprays, Tubing, Hose and 
Bibb Washers, Toilet Seat Repair Kits, Furniture Casters, 
Bath, Basin and Sink Stoppers, Spatulas, Fruit Jar Rings, 
Kneeling Pads, Blue Ribbon Soles and Heels and Force 
Cups. You'll be surprised how the attractively designed and 
displayed Daisy Products with low popular prices move out the 
merchandise. You'll also like the nice volume of profit the 
DAISY Counter pays. Write today for the Daisy Catalog. 


Call Your Jobber or Write Us Direct 
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DAISY 


HOSE WASHERS 


ee ipa 3 
WIGN QUALITY oR 


INDIANA 





Best 
mers 


bing, Hose and 
rniture Casters, 
Fruit Jar Rings, 
eels and Force 
ely designed and 
ices move out the 
me of profit the 
e Daisy Catalog. 


2ANISY 


SE WASHERS 


HIGH QUALITY 





